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Everv Geeco sign is custom made and devel- 


oped for the individual advertiser, agency or 
designer on a mass production basis. This 
makes possible such outstanding piec es as this 


5'x 6° M. K. Goetz Brewing Company sign 


Watch for the signs of advertisers such as 
Union Pacific, AT & T (The Bell System), 
Cook’s Paints and Cities Service. They 

; 7 GEECO 
testify to Geeco’s fine quality and service. 


Call or write today for complete information. 


Goery ...tne new leader in original signs and displays 


GEEcCoO INCORPORATE ODO, SAINT JOSEPH, MISSOURI 
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You can get it all from Mead—Papermakers to America 


Printers Depend on Mead Bristols and Indexes 
for Quality and Printability 


You'll be sure of getting more than 


pleasant reactions from your customers 
when you deliver jobs printed on 
Mead’s Wheelwright Bristols, Indexes 
and Blanks. These sturdy multi-useful 
stocks are just the thing for sparkling 
and different looking menus, reply 
ecards, die cuts, record cards, catalogue 
covers. and a hundred and one other 


everyday business uses. And you'll find 


them as economical as they are versa- 
tile. Available in plate and antique 
finishes. in many useful and attractive 
colors, and in all popular weights and 
sizes, they come to you conveniently 
packaged and ready for use. Your 
Mead-Wheelwright paper merchant 
can furnish samples and details. Specify 
and use these versatile papers for good 


selling and for better impressions. 


“9 THE MEAD CORPORATION 


Papermakers to America 


Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio 


New York . 
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Chicago « Boston « 


Philadelphia + Atlanta 


Wheelwright Bristols, Indexes 

and Blanks by Mead 

e Superfine Bristol 
Olympic Bristol 
Fiberfold Bristol 
Strongheart Index 
Made(w)right Index 
lonic Blanks 


Ask your Mead-Wheelwright Merchant 
for samples of these papers 
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HOW FLEXOPRINT SAVES OVER 2 v/s 


OF PRODUCTION COST ON 
TWO ANNUAL TRADE DIRECTORIES 


AND IMPROVES REPRODUCTION 
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COMPARISON OF COSTS 
100% 


43% 
34% 


Tol dts to) ae 
New Linotype 


Flexoprint —Ist Edition 
(After deducting metal 
salvage and amortizing 

oP h delle g te) 


Flexoprint — 
subsequent printings 


Filing the Flexoprint panel in a fire-resistant Safe-File®—combining protection with easy accessibility. 


For Domestic Engineering Company of Chicago... Publisher of Domestic Engineering Magazine and Institutions Magazine 


... Domestic Engineering Catalog Directory and Institutions Catalog Directory. 


“,.. IMMEDIATE ACTUAL SAVINGS were realized with 
Flexoprint,” says Mr. G. R. Bornemann of Domestic 
Engineering Company. “When out-of-pocket costs 
were totaled after our first experience (1952 editions) 
we found that instead of needing years to amortize the 
cost we came close to doing so the very first year. 

“In the publication of the second edition using 
Flexoprint actual savings exceeded original expecta- 
tions. The savings actually represented the difference 
in cost between linotype composition and lock-up 
changes as against the simplified system of 
Flexoprint. During the second year of Flexo- 
print, we also eliminated the necessity of extra 
proofreaders. 


“,..Flexoprint requires but one transfer, from the 
original listing sheet to the Flexoprint card. The one 
and only proofreading at this stage reveals errors. Cor- 
rections are made immediately... it is no longer neces- 
sary to spend long hours proofreading at the printing 
plant...this has been completely eliminated — thanks 
to Flexoprint—and in addition, we are pleased with the 
improvement in reproduction over previous methods.” 

Send today for free copy of new folder giving the 
details of how Flexoprint saved over 50% of produc- 
tion cost for these important publications. 
Write Remington Rand, Room 1663, 315 
Fourth Avenue, New York 10, New York. Ask 

for Case History 1019. 


DIVISION OF SPERRY RAND CORPORATION 
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Just Celcin Us 


Do Advertising Managers Really Manage? 


In spite of the fact that the stature of the advertising manager, 
in terms of reSponsibilities and authority, has risen steadily over recent 
years, there is still a widespread impression in the field that usually 
the a.m. is only a technician and that other people do the managing. 


This may be true in situations where the real advertising manager 
has given the title to someone else who serves as a buffer between the 
executive and his suppliers; but over-all, this is both an inaccurate and 
an unfair picture of the advertising manager and his job. 


Where a real advertising manager, chosen by top management to execute 
a highly important function, is operating, you find a man who has the knowl- 
edge and the ability to plan, execute and merchandise the vital programs 


of promotion which help to make the sales on which the prosperity of his 
company depends. 


He works closely with research, sales, distribution and merchandis- 
ing people, to make sure that his campaigns are closely geared with all 


other marketing activities. He spends a large part of the marketing dollar, 
and he is responsible for results. 


Hereafter, when discussing the job for which advertising management 
is responsible, give the executive heading this activity credit for knowing 
what is to be done and how to do it. Don't assume that he has been given a 
title that doesn't mean what it says. Don't look beyond or above him for 
the real decision-makers in the area of advertising and promotion. Remember 
that the qualified advertising manager really manages. 


SE uJ) 


G. D. Crain Jr. 
Publisher 


June, 1956 Advertising Requirements Vol. 4 
G. D. Crain, Jr 
S. R. Bernstein 
Dick Hodgson 

Bert Enos 

-Ted Sanchagrin 

Stanley E. Cohen 


Ne 
Publisher 

Editorial Director 
Executive Editor 
Managing Editor 
Eastern Editor 
Washington Editor 
Associate Editors 
Maria Grygier, Bette Macon, Margaret Reynolds 
Art Director 


ADVERTISING REQUIREMENTS is published 
monthly by Advertising Publications Inc., 200 
E. illinois St., Chicago 11 (DElaware 7-5200) 
publishers of ADVERTISING AGE and INDUS 
TRIAL MARKETING. Subscription rates: $3 per 
year in U. S., 50c per copy. Add $2 per year 
for foreign postage except for Canada, U. S 
possessions and Pan-America, no extra postage 


Advertising Sales Manager: Jack Johnson 

Sales G Service Manager: John F. Barnett 
200 E. Illinois St., Chicago (DElaware 
7-5200) 


Advertising Sales Offices 
New York—480 Lexington Ave PLaza 
5-0404) —Vincent Shallow, Eastern Adv. Mgr 


charge 


Entered as second class matter Feb. 18, 1954 
at Chicago, IIl., under the Act of Mar. 3, 1879 
Additional entry, Lafayette, Ind 


Ed Wagner 
Myron A. Hartenfeld 
Patricia Ley 


Circulation Manager 
Editorial Assistant 


Copyright 1956 by Advertising Publications Inc 


Los Angeles—Simpson-Reilly Ltd., 1709 W 
8th St. (DUnkirk 8-1179)—Walter S. Reilly 

San Francisco—Simpson-Reilly Ltd 703 
Market St (DOuglas 2-4994 Richard E 
McCarty 


June 1956 * ar + 3 





DO-IT-Y OURSELF 
WORKCHEST 


2500 SALES CARR-TOONS 
PLUS COPY AND IDEAS 


FOR YOUR REPRODUCTION 


A valuable morgue of idea starters 


Executives who create bulletins, house 
organs, sales contests, training pro- 
grams, incentive campaigns, dealer 
promotions, etc. will find this WORK- 
CHEST an indispensable source of 
creative ideas, inspirational Carr-toons 
and copy. 

Carr Speirs Organization’s 31 years 
experience in creating and producing 
promotion material for hundreds of 
leading organizations has gone into 
building this massive file of over 2,500 
business Carr-toons, plus illustrations 
and copy for your reproduction-Idea- 
Starters each with a point that can be 
personalized to your organization. In a 
handsome steel desk file—121/,” long, 
10” high and 514.” wide, divided into 
15 classifications for your ready use. 
ALL ORIGINAL DRAWINGS. 


DO-IT-YOURSELF WORKCHEST 


$9 = 
com plete 


SENT ON 10-DAY APPROVAL 


to rated concerns 


CARR SPEIRS FLASH BULLETINS 
814 by LI in two colors 
Add Life, Action, Color to 
YOUR 
Sales Messages, Announcements 
Contests and Incentives 

Portfolio of 450 samples $3.50 

( Credited in full on $10.00 order) 
Small Portfolio of Samples FREE 


SPEIRS CORPORATION 


CARR SPEIRS BLDG.—ACOSTA ST. 
STAMFORD, CONNECTICUT 
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Detailed Planning Pays Off for Republic .......... 


A carefully planned opening and scrupulous attention to 
follow-up assured continuing publicity for this Dallas bank. 


Agency Predwuetion Comtrel. 0... sc ttt cece ee ees 
How Needham, Louis and Brorby, Inc., keeps close tabs on 


all phases of production. Bert Enos 


Foreign Miallimgs .. 1 wc cc creer eer rece scene 


This business woman utilized a trip around the world to 
develop a unique direct mail effort. 


A Contest Isn‘t Over When the Winners are Picked ..... 


Dodge’s publicity department got lots of mileage from its 
“Dodge for Life” contest. Pui SEITZ 


Running a Company Museum... ... 2... 2 ee ee eee 


The B&O gets wide-spread notice and builds company good 
will with a historical museum. RosBert B. KonrikKow 


Dramatic Die Cut Captures Readers. .........22e6-. 


How an unusual die cut helped bring wide readership to a 
“dry” booklet. MARGARET REYNOLDS 


Ingenious Planning Cuts Handbook Costs.......... 


How Stix, Baer & Fuller prepared employe handbooks for 
two stores at low cost. MILDRED WEILER 


Converting from Letterpress to Offset ...........-. 
An exclusive report on methods of conversion with an 


evaluation of recent techniques. Dick Hopcson 


Integrated Packaging — Major Merchandising Tool .... . 
A case history report on a comprehensive packaging and 
labeling program. KENNETH R. MAcDONALD 


The Year's Best in Folding Cartons ..........+4.2406-. 
Pictures and credits pointing up five major trends in this 
year’s packaging and labeling. 


The Industrial Designer and the Sign Program... ..... 
How a knowledge of marketing can be an important factor 
in developing a sign program. CLarE HopGMAN 


The Agency’s Role in P-O-P Advertising. .......... 


A report on the POPAI forum, highlighting the importance 
of the advertising agency. 
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The POPAI Show — An Eyewitness Report ....... 


AR’s editors present a report on the hundreds of new items 
displayed at this year’s POPAI show. 






Conquered: Flannel Board Stoop, Clutch and Crutch. ... . 


A checklist of flannel board presentation hazards and how 
to overcome them. 





Ideas like fish are hard to land. 


Colorcasting . . . . . . . . . . . . . . . . . . . . : 7 . . . 75 But here’s a REAL idea—let Pontiac 
Some of the problems encountered by a small agency in its help you! We have an organization 
first color tv program. SHELDON M. HEIMAN 


full of practical ideas with the 
personnel and ability to follow thru 












How to Produce a Successful Singing Commercial. . . . . . 78 to completion. For instance, we've 
It takes a lot of work and know-how to produce a jingle had 40 years’ experience 
that will sell. in providing the advertising 
profession with artwork, photography, 


Sixth Annual Lithographic Awards. ...........2.-. 79 ad setting, photoengraving, color 
New vistas in advertising lithography were opened up in process, lithoplate Service and 
this year’s competition. electrotyping! Call us when you're 


fishing for ideas, you'll be pleased 


with our abilities, and the 
Hew te Put Charm in Chop Suey... sc cece ce cceces 82 ae 
re ’ courteous cooperative attention 
Careful attention to printing details was an important factor 


ina Milwaukee restaurant’s promotion. WARREN S. RICHMAN we'll give your problem. 


Lights, Camera, Drama for the Problem Product. ...... 85 7 UNIFIED SERVICES 














A picture story which shows how you can dramatize an e@ ART 
unphotogenic product. WiLuiaAM A. ARTER © PHOTOENGRAVING 
@ PHOTOGRAPHY 
Direct Mail Builds Store Traffic. ........2..24-0068- 91 @ ELECTROTYPING 
How direct mail helped overcome the handicap of a poor @ TYPOGRAPHY 
location for a large grocery store. @ COLOR PROCESS 
@ LITHO PLATE SERVICE 






How to Control Printing Costs. . 2. 2. weer ccc crccens 95 
How to arrive at a sound and practical set of printing 
specifications — second in a series. FREDERIC KAMMANN 
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Art & Photography... 85 
Audio & Visual Aids... 71 
Direct Advertising... 91 
Layout & Typography... 95 
Packaging & Labeling... 55 
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Paper... 45 Advertisers Index .. . 104 Cagraring and Eleclrotype Co 
Photoengraving and Platemaking... 49 Books for Admen... 24 ’ ; 
Photoengraving & Platemaking... 49 Coming Conventions... 25 ° eeane a ee 
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WATERLESS 
DECAL SIGN .... 


b 


y 
A\MERICAN 


PERMANENT TYPE ADHESION 
FOR VALUABLE YET FREE AD 
SPACE ON DEALERS... 

REMOVE > 


BACKING 
PAPER 


doors 
windows 
vehicles 
cabinets 
fixtures 
mirrors 
backbars 
& many 
others 


At last! A ‘‘pressure sensitive’’ decal sign that 


PRESS 
ON TO 
SURFACE 


is applied in seconds without water — yet 
adheres with the same permanence and dur- 
ability of a stondard type decal sign . . 
advertisers first trying PRESTO-CALS report, 
“Our salesmen love them!"’ 

Extra heavy duty for outside weather and 
wear . . . does not interfere with window 
washing! After setting (approx. 24 hrs.), the 
PRESTO-CAL can not be easily removed by 
children, storekeepers or competitive salesmen 


as ordinary paper ‘‘pressure sensitives” 


@enaen 27 2 * Ste 


Write for Pree SAMPLES 
AND LITERATURE 
ON YOUR LETTERHEAD, PLEASE. 


AA\merican Decalcomania fo. 
4344 W. Sth Ave, Dept. M, Chicago 24, Ill 


re ee ee eT 
Soles offices in all principal citves 
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The Editors 


What’s Our Line? 


AR: “The Workbook of 
Advertising Management” 


There’s a new slogan on our front 
cover this month—“The Workbook of 
Advertising Management.” We think 
that it does a pretty good job of 
explaining just what AR is all about. 

In the past, we’ve found that a lot 
of people have failed to realize the 
true nature of our monthly efforts: 
“AR? Oh, you mean that production 
book.” While we’re proud of the fact 
that AR is the only national publica- 
tion that really gets to grips with the 
problems of advertising production, 
we feel rather unhappy when anyone 
fails to recognize that the scope of our 
coverage goes far beyond this single 
field. 

Each issue of AR is truly 13 books 
in one. We have taken 13 of the most 
important “problem” areas of adver- 
tising production, promotion and 
merchandising and set up a depart- 
mentalized pattern of coverage which 
assures our readers that each of the 
subjects receives full consideration 
each month. 

While we make special efforts to 
serve the individual needs of pro- 
duction managers, art directors and 
other groups, our whole package is 
basically aimed at advertising man- 
agement—the people who must daily 
deal with a wide variety of different 
media including such assorted things 
as direct mail, point-of-purchase 
displays, premiums, packaging, au- 
dio-visual presentations, exhibits 
plus varied production problems. 

We take that term, “workbook,” 
to heart, too. Everything we select 
for possible publication is evaluated 
against the standard: will it serve a 
specific, useful purpose for our read- 


ers. When someone asks us how to 
“slant” a story for AR, we emphasize 
the fact that the “how to do it” or 
“how it was done” aspect should re- 
ceive primary consideration. As a 
result, we’re short on theory and 
long on concrete facts. We know that 
this sets us apart as “different” from 
most of the other magazines in our 
field—but we believe that this policy 
best serves the needs of advertising 
management. 


>Our sales and service manager, 
Jack Barnett, has just completed an 
interesting project in which he an- 
alyzed all of the Readers’ Service 
cards we received from the October 
1955 issue of AR. The results cer- 
tainly prove the validity of our new 
slogan, “The Workbook of Adver- 
tising Management.” 

Here are some of the key facts 
from his study: 


e A total of 1,643 Readers’ Service 
cards were received. 


e These cards represented requests 
for 10,674 items. 


e The requests included 6,053 edi- 
torial Readers’ Service items and 
4,621 advertising items. 


e The average number of requests 
per card was 6.5—proving, we be- 
lieve, that our readers are truly se- 
lective in what they request and not 
just curiosity seekers. 


e Total requests for each editorial 
item ranged from 48 to 501, with an 
average of 252. 


A breakdown of those sending in 
ecards shows: 


e 694 came from national, regional 
and local advertisers—with 61% of 
these from top advertising manage- 
ment. 


e 436 came from advertising agen- 


Display typefaces in this issue . . 


. Page 27—-Steel Bold Extended & 20th Century Ultrabold 


31 


Holla; 35—Lydian Bold; 3—Venus Medium Extended G P. T. Barnum; 45—Stymie Extrabold; 
49—Lydian Bold Condensed; 55—Lydian Bold; 58—Venus Medium Extended; 61—Eve Bold; 65— 
Bodoni Bold & Bold Italic; 71—-Bodoni Campanile; 75—-Tempo Heavy; 79—tLydian Bold; 82—20th 
Century Extrabold Italic G Rondo Bold; 85—-Dom Casual; 91—Stymie Extrabold G Karnak Black 
Condensed; 95—Venus Medium Extended & Extrabold 





As they say in agency circles: 


BLACK BOX |“wraps up the * 
whole ball of wax” 


for you! 


*in English that means 
the complete package. 


PRINTING— single or multi-color— 
PHOTOGRAPHY —tailored to our pines epee Say a 
, : reproduction. 
unique production methods... 
made in our own studios. 


' Wrapping up 
SHIPPING— with the follow- all these services 
MOUNTING and through that finds favor , into one economical 
DIE-CUTTING—the critical with your customers. package a _— = : 
* ons . : growing list of satisfied 
finishing touch at its finest. customers. We'll be pleased 
to add your name to our list— 

and so will you! 


For SCREENLESS 


REC eT Telephone: AVenue 3-0262 


BLACK BOX COLLOTYPE STUDIOS, INC. 
sy. Photo-Gelatin Printers << 
... Choose BLACK BOX 4840 W. Belmont Ave., Chicago 41, Ill. 


Cincinnati DEs Moines KAlamazoo Minneapolis St. Louis 
Plaza 1-4218 3-1221 5-6165 ROckwell 9-7789 Olive 2-0202 


Write for our FREE Portfolio of Samples. 
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REA 
KK 


NF 3791 
SESE 


el 


On guard 24 

hours a day, to 

protect your 

sales promotion 
.. Eureka 


\ Safety Paper 


watching the 
trend of your 
business... 

Eureka Serial 


Numbering 


PROTECTION AND CONTROL ARE TWO 
WORTHWHILE ADVANTAGES OF TURNING 
TO EUREKA FOR YOUR TRADING STAMPS, 
COUPONS, CERTIFICATES AND TRADING 
STAMP COLLECTION BOOKS. YOU SOON 
DISCOVER OTHER BENEFITS. FOR THROUGH 
TOP-FLIGHT KNOWHOW EUREKA PROD- 
UCTS COMBINE SERVICES THAT ASSURE 
THE SUCCESS OF YOUR PROMOTIONAL 
EFFORTS. 

WE'D LIKE TO TELL YOU MORE ABOUT IT, 
— WON'T YOU DROP US A LINE? 


BA 


SS 


_ 


EUREKA SPECIALTY PRINTING CO., 
568 ELECTRIC STREET, SCRANTON, PA. 


MANUFACTURERS OF WORLD FAMOUS 
DUPLISTICKERS, DUPLIQUIKS and DUPLISNAPS. 
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cies, with the bulk (30%) from cor- 
porate principals and officers. 


e 106 came from media sources. 


e 110 came from graphic arts and 
other production services. 


e 194 came from other 
service organizations. 


creative 


e 103 came from miscellaneous 
sources — schools, individuals, gov- 
ernment organizations, unidenti- 
fied, etc. 


The complete results of this study 
have been published in a _ special 
folder. If you would like a copy, just 
let Jack Barnett know (200 E. Illi- 
nois St., Chicago 11) and he'll be 
happy to send you one. 


> Hurrah for nothing department... 
A. G. Husen, advertising manager of 
Barrett Division, Allied Chemical & 
Dye Corp., New York, saw a lead 
when he read a small front page box 
in the New York Herald-Tribune. It 
explained that Birmingham Mayor 
James W. Morgan had declared Feb. 
26-March 3 as “National Nothing 
Week” because “our citizens just 
plain need a rest.” The mayor in- 
vited all Birmingham citizens dur- 
ing National Nothing Week “to par- 
ticipate in nothing but full and 
complete enjoyment” of a week free 
of discord. 

But nothing meant something to 
adman Husen. His department quick- 
ly prepared a handbill (see cut) 
which capitalized on the popularity 
of the slogan “Do It Yourself” by 
changing it to read “Do Nothing 
Yourself!” Samples of the two-color 
handbills were rushed airmail to the 
company’s Birmingham roofers. 

Upon receipt of return-mail in- 
structions, bulk quantities were im- 
printed with individual roofers’ 
names, addresses and phone num- 
bers. Roofers were also supplied 
with newspaper layouts. 


Celebrate NATIONAL 


NOTHING WEEK! 
nothing 
Do j¢t’yourself! 


Furthermore 


wes ve your work done b f 
sure you specify BARRETT ROOFING made by “the greates 


np roohing 


name 


Ask for a free roof inspection — 





>The gimmick of sending picture 
postcards to business contacts while 
on a vacation trip has been used 
successfully by lots of people. But 
youve got to hand it to Oscar 
Smolka, president of Oscar & Asso- 
ciates, Chicago commercial photog- 
raphers, for coming up with an 
amusing new twist. 

Oscar, now touring Europe, sent 
photographic postcards to his friends 
at home. The illustration: a picture 
showing him selling American pic- 
ture postcards to a Frenchman in the 
Monmartre section of Paris (see cut)! 


>G. E. Danch, manager of employe 
communications at Campbell Soup 
Co., Camden, N. J., sent us a copy 
of the effective little (3%4x5") 12- 
page booklet used in the reception 
rooms of all Campbell plants. It isn’t 
fancy, but certainly does a good job 
of welcoming plant visitors. 

Entitled “When You Call on 
Us ...”, the handy booklet includes 
everything from visiting hours, 
transportation facilities, a company 
history, a list of plants and an invita- 
tion to “make yourself at home” to 
instructions on how to find the rest- 
rooms. 

Campbell’s booklet is one of the 
best we've seen. If you’d like to see 
a copy, let us know. Mr. Danch sent 
along a few samples. 


> Add another insert idea. This one, 
featuring a circular die cut, ap- 
peared in February photo trade pub- 
lications announcing the entry of 
Pathecolor Ince. into the field of color 
film processing. Printed on 250 lb. 
bristol antique finish stock by Electro- 
Sun Co., New York, the unusual insert 
has that stand-out quality which is 
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Polyethylene Bag 


Printed 
Glassine Wrapper 


with candy packaging by 


Polyethylene, Saran, Acetate, mM ‘ i PP ke 4 av Y 
Glassine, Vitafilm, Foils, 
Laminations, Folding Cartons, 


Bags, Lithographed Displays, 
Printed Promotional Material 


Printed Cellophane, Pliofiim, 


With today’s food stores looking toward higher profit 
items like candy, and with 9 out of 10 candy-buying 
decisions made right in the store, its easy to see why 
you need harmony of design to sell! You'll find it in 

the way Milprint artists, designers and printing 
craftsmen blend their talents to produce candy packaging 
that strikes a responsive chord in your customers. 


It's a sure-fire combination of effective, protective, 
i'w sell-ective packaging, backed by the experience of over 
PACKAGING MATERIALS fifty years and the widest variety of packaging materials 
and printing processes available anywhere. To spark 
See ee 2 8 eee Se oe on te oe eee Be : . se C 
sales that are sweet music to any candy manufacturer, 
call your Milprint man — first! 
General Offices, Milwaukee, Wisconsin 
Sales Offices in Principal Cities 





becoming the principal feature of a 
large number of business paper in- 
serts. 

The insert idea was dreamed up 
by P. B. Nortman, Pathecolor’s gen- 
eral marketing manager, and was 
executed by Fuller & Smith & Ross, 


the company’s agency. 


> Nothing like a typographical error 
to start the promotion ball rolling. 
Neil A. Gallagher, vice-president of 
Charles L. Rumrill, Rochester, N. Y., 
agency, developed a _ simple-yet- 
effective direct mail piece for Strom- 
berg-Carlson’s carillon—all based on 
the omission of one little word in a 
column which appeared in the Roch- 
ester ‘Democrat & Chronicle. 

Columnist Henry W. Clune de- 
voted a Sunday column to the use 
of a Stromberg-Carlson carillon on 
an Ed Sullivan tv show. One para- 
graph read: “In the old days the 
bells of carillons were sounded forth 
only from towers, and a tower takes 
a great deal of money and labor to 
construct. This one, the Stromberg- 
Carlson item, though costing a lot 
of money, gives the same effect—the 
same music—without the need of 
many tons of cast bells, and other 
installations. It could be employed 
even in a one-story building.” 

The direct mail piece was headed, 
“Are you good at spotting typo- 
graphical errors?” Copy urged read- 
ers to search the Clune column for 
“the insidious bugaboo of printers, 
known as the typographical error.” 
The answer was printed on the back 
page: 

A sentence in the above para- 
raph should have read, “This one, 
the Stromberg-Carlson item, though 
not costing a lot of money, gives the 
same effect . This gave Strom- 
berg-Carlson a chance to do some 
hard-sell bragging about the fact 
that its electronic carillons and bell 
systems range in price from about 
$1,500 to $6,000 (as compared with 
cast bell installations costing tens 
and even hundreds of thousands of 


dollars). 


> No telling where this trend toward 
automation will ever stop. Bell & 
Howell has just introduced “the 
world’s first fully automatic movie 
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The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25c each. Special prices are available upon 
request for quantity orders. Please order by number. enclosing the exact amount 
in coins, stamps or checks. Send all orders to: Reprint Editor, Advertising 
Requirements, 200 East Illinois St., Chicago 11, Ill. On orders for four or more 


reprints we will be happy to bill you—smaller orders sent only upon receipt of 
payment. 
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Do's & Don'ts for Better Press Releases—by Dick Hodgson 

A helpful checklist for getting better results from publicity efforts 

Color in Advertising—by Faber Birren 

An expert outlines the best colors for advertising 

How to Crop Photos—by Vincent T. Tajiri 

Pointers for getting the most out of photographs 

for reproduction purposes 

So... You Want to Start a Sales Contest—by George Biderman 

A summary of the most important factors to consider before 
undertaking a sales incentive program 

Noreen Integrated Design—by Bradley Lane 

The story of one of the nation’s outstanding integrated design programs 
Do’s & Don'ts for Premium Buyers—by Gordon C. Bowen 

A helpful checklist for planning premium promotions 

How to Prepare a Modern Annual Report—by Herbert C. Rosenthal 

Some realistic guides for the preparation of effective annual reports 
How Carter Merchandises Its Maps—by Vin A. Corwin 

An interesting case history of how an oil company gets its 

dealers to merchandise road maps 

How to Use Color Stats—by Ted Sanchagrin 

Admen are learning that there are many uses for full-color photostats. 
Here’s what's being done in this field 

The Growing Importance of Fairs as an Advertising Medium—by James Joseph 
Fairs have become can important advertising medium and a place 

for hard selling 

Budgeting for Trade Shows—by Robert R. Moore 

An excellent guide for any adman faced with trade show 

budgeting problems 

%etting the Most from Publicity Photos—by Leo M. Solomon 

A photographic consultant gives some pointers on how to get the 

best mileage out of publicity photos 

How to Merchandise Tv Tie-Ins—by Frank Jacobs 

“Feather Your Nest’ tv show makes the most of their tie-ins 

by active merchandising programs 

Do’s and Don'ts for Better Electrotypes 

Things admen should know about electrotypes 

Planned Personalized Promotion—by Haviland F. Reves 

How a Detroit restaurant personalized its promotion 

Mrs. America ... beauty takes a back seat—by Ted Sanchagrin 

Case history of new approach to beauty contests 

How to Promote A Ten-Cent Gadget—by John C. Swift 

The promotion behind White Cap Company’s premium item, 

the lid flipper 

How to Merchandise Syndicated TV Shows—by Maurine Christopher 
A list of suggestions for getting the most from TV films December 
The Production Managers’ Answers for Late Plate Problems—by Ted Sanchagrin 
Summary of House & Home’s contest among production managers February 
How to Get More from Your Trade Show Dollars—by William S. Orkin 
A trade show expert offers tips on building traffic and planning 
follow-through for your exhibits 

Exhibit Photos—How to Put Them to Work 

Photographs of trade show exhibits have many uses. Here’s how a number 
of exhibitors have put their exhibit photos to work 
Loose-Leaf Binding 

Here’s a list of 28 checkpoints to help admen in selecting the proper loose-leaf 
binding for their promotion materials February 
Chiquita Banana Goes to School—by Clarence W. Moore 

The case history of United Fruit Co.'s effective educational program 

which carries the story of bananas to teachers and students 

Abbott Aims at the Consumer—by Bert Enos 

How Abbott Laboratories has begun a program of consumer advertising 
for a new product without sacrificing its traditional ‘‘ethical’’ approach 


September 1954 


November 1954 
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March 1955 
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March 1955 


April 1955 


March 1955 


May 1955 


July 1955 


June 1955 
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October 
November 


September 


December 


January 
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April 


April 19 


The following reprints are available at 50¢ each: 


171 


172 


177 


How to Get Better Advertising Photos—by Errol Prince 

AR’s two-part series of down-to-earth articles on getting 
and using advertising photos 

202 Tips for Direct Mail Advertising 

A 16-page booklet reprinting AR‘s two special articles on 
direct mail advertising 

The Use of Tape Recorders in Advertising—by H. Jay Bullen 
Two special articles on one of the most versatile tools used by admen 

“The Use of Tape Recorders in Advertising’ and ‘“An Adman’s Guide 

for Selecting a Tape Recorder” March and April 1955 


March and April 1955 


February and May 1955 


The following reprints are available at $1 each: 


201 


202 


Advertising Copyrights—by Robert J. Burton 

An up-to-date reference on the subject of copyright protection for 
all types of graphic art—a compilation of a series of 10 AR articles 
How I Solved It 


This 64-page book contains more than 125 selected “‘How I Solved It’’ 
items submitted by AR’s readers 
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ALL-NEW, ALL-PURPOSE COPY MAKER... 


—. 


: KS 
the right way 
to copy anything 


/ 
/ 


The Brand New 
APEcO 


DIAL-A-MATIC Sot 


Now get copies of anything written, 
printed,typed, drawn, photographed or 
blueprinted. All copies made the same 
easy way, right in your own office. 


Simplest copy control ever... 
it’s the DIAL THAT DOES IT 


It is the one copy maker that fulfills 
all copy requirements for all busi- 
nesses, large or small. It offers hun- 
dreds of money and time saving uses 
and is so low cost it pays for itself in 

Styled by 

Giates@. bined deine less than a year . . . even when less 
than 5 copies a day are needed. It’s 
light weight ...compact,and styled in 
gleaming mirror-finish stainless steel. 


* And Here’s Why it’s RIGHT 


It’s Right Because it’s All-Purpose. . .It copies anything without limitations! 
It’s Right Because it’s Fast Copies are ready in less than 30 seconds! 
It’s Right Because it’s Economical Copies cost less than a phone call! 
It’s Right Because it’s Error Proof .. Copiesare photo-exact ... legally acceptable! 
It’s Right Because it’s Confidential. . .Copies are made right in your own office! 


American Photocopy Equipment Co.: 


Se | 1920 W. Peterson Avenue 
Have you rood this | Chicago 26, Ill. 
NEW BOOKLET? | (Dept. AR-66) 


Rush me, without obligation, your free booklet 
on new Apeco Dial-A-Matic Auto-Stat copying. 
paid card for your I understand this factual report will show me 
how I can improve the efficiency of my business 


FREE BOOK i as well as increase work output. 


Name 


| 
| 
| Mail this air mail postage 


Title 


= . » 
irm 


Address 
AMERICAN PHOTOCOPY EQUIPMENT CO. City Zone——State 


i In Canada: Apeco of Canada, ltd. 
TST aD ue 134 Park Lawn Rd., Toronto, Ont. 





DIAL-A-MATIC 


purpose copy maker 


There isn’t an office form or record used by businesses 
—large or small—that can stump this versatile new copy 
maker. Hard to believe? Well...it’s true! Thousands of 
business executives now using the Apeco Dial-A-Matic 
Auto-Stat know: 


“IT’S THE RIGHT WAY TO COPY ANYTHING.” 
[ee 


Now...new FREE BOOKLET tells you how! 


Your free copy of this new booklet pictures 
and describes the revolutionary, new APECO 
Dial-a-matic Auto-Stat; tells how this new 
copying method can be used in -your business 
to cut office paper work, save time, labor, and 
money. This informative, factual report should 
be must reading for you, as well as every 
executive member of your staff. Send for your 
free booklet today! 


FIRST CLASS 
Permit No. 26670 
(Sec. 34.9 P.L. &R.) 
Chicago 26, III. 


Via Air Mail 
BUSINESS REPLY CARD 
No postage stamp necessary if mailed in the United States 
5c— Postage will be paid by— 


AMERICAN PHOTOCOPY EQUIPMENT CO. 


1920 W. Peterson Ave. 
Chicago 26, Ill. 


TEAR-OUT POSTAGE PAID AIR MAIL CAR 


SEND FOR YOUR 
FREE BOOKLET TODAY! 





a 
Ya 


camera.” The 16mm camera has an 
electric eye which automatically ad- 
justs the shutter opening for the 
available light—no dials or knobs to 
turn, just aim the camera and start 
shooting. The camera even signals 
the operator when the light becomes 
insufficient for good movies. 

The new Bell & Howell camera is 
expected to be available from photo 
dealers in June with a retail price 
tag of $289.95, including federal tax. 


> Etiquette note .. . PRB Newsletter 
published by The Public Relations 
Board, Chicago, reports: “American 
Airlines has re-written Emily Post, 
so far as tucking your napkin under 
your chin is concerned. ‘It is quite 
permissible in the highest sky so- 
ciety, says a little card on passen- 
gers’ meal trays. To make tucking- 
in easy, napkins have buttonholes 
so they can be anchored to the top 
button on shirt or blouse. It makes 
p.r. sense to let that blob of gravy 
hit the napkin rather than your tie!” 


aa 


>We guess it must have been a 
Texas tv station that came up with 
some unusual personalized memo 
pads recently. The 4x14” sheets fea- 
tured an illustration of KRLD-TV’s 
1521’ antenna and were headed “Top 
O’ Texas ‘Tall Talk, High Level 
Thinking of (name).” Only problem: 
there was nothing on the two-color 
pads to establish the location of 


KRLD-TV. 44 


RETOUCHERS LOVE 


“We don't have a photo or mockup, so 
you'll have to work from these engineer- 
ing blueprints.’ 


printe 
ni ¥ 
Pa <a 


cks pers 


Here’s the 
best way to 
plan long-range 


tT} 


MOR CT ee a a 


the S. D. WARREN COMPANY message 
tae es 
AT 
THE SATURDAY EVENING POST 
cae ee! 
U. S. NEWS & WORLD REPORT 
for June 15. 
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Stickin’ 
Around 


LEEN-STIK 


KLEEN-UP MAN for your team 


Sales batting average down? Put 
KLEEN-STIK in your promotion 
line-up! This versatile, pressure- 
sensitive adhesive on your P.O.P. 
pieces will score high for your prod- 
ucts at the cash register. Here, 
f’rinstance, are a few recent hits 


produced with KLEEN-STIK! 


aa 
Ee 


Again, versatile KLEEN-STIK 
makes the ‘‘outstanding’’ differ- 
ence! In this unusual vertical adap- 
tation of the SLIDE-STIK, die-cut 
headlights “‘pop-out’’ of the T- 
shaped display to help GENERAL 
MOTORS dealers introduce ‘“T-3” 
Sealed Beam Headlamps. In show- 
rooms and service departments 
across the country, thousands of 
these attention-getting 3-D displays 
were easily mounted by their two 
KLEEN-STIK Strips to walls, 
varts counters, etc., to sell ““More 
Fight —Aimed Right’’. Created by 
MODERN DISPLAYS, INC., of 
Detroit, KEN RANDALL direct- 
ing. Swell 3-color print job super- 
vised by WILSON BRICE of 
LITHO-ART, INC. 


OLD 
FORESTER 
Points 

the 

Way 


One quick strip of KLEEN-STIK 
makes this slick trick effective. Die- 
cut shelf press-on points out and 
points up BROWN-FORMAN’s 
new, re-designed registered label for 
famous OLD FORESTER. The red 
pointer goes up easy, sells hard, 
carrying the promotion right down 
to the P.P.O.P. (Pin-Point of Pur- 
chase!) Created and produced by 
FETTER PRINTINGCOMPANY, 
Louisville, under the eye of V-P 
BILL TURNER... with Ad Mgr. 
PEYTON HOGE and C. R. 
BALLARD carrying the ball for 
BROWN-FORMAN DIS- 
TILLERS. 


Let KLEEN-STIK ‘“‘go to bat” for 
your P.O.P.—it’s a sure hit every 
time!In window signs, shelfedgers, 
3-D pieces and many others, K-S 
delivers a strong sales pitch with a 
change of pace. “Scout” the sam- 
ples your regular printer or lithog- 
rapher can show you ... or write 
for our “*Idea-of-the-Month”’ serv- 
ice—it’s free! 


KLEEN-STIK PRODUCTS, INC: 


7300 West Wilson Avenue « Chicago 31, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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READERS 


They Like AR 


e For many a moon I have always 
intended to write to you to sing my 
praise of AR. It is one of the ex- 
tremely few trade publications which 
I really look forward to receiving. 
I have always found a wealth of ma- 
terial in each issue and, like many 
others of your readers, I have a file 
of the special articles which will be 
of help not only now but in the 
future. 

For my money, your publication is 
the Saturday Evening Post of all the 
trade publications. 

RicHARD A. BOTTAMINI 
Assistant Director of Publicity, 
National Life Insurance Co., 
Montpelier, Vt. 


e You and others may be interested 
to know that your magazine is very 
highly thought of by persons in our 
graphics section, and that many of 
your ideas and informational bits are 
put to good use in the production of 
practical, inexpensive and easy to 
prepare instructional materials. 
Henry C. Rvuark, JR. 
Indiana University, Division of 
Adult Education and Public 
Services, Bloomington, Ind. 


e In writing my first letter to your 
attention, I would feel dishonest if 
I were not to begin by congratulat- 
ing you on a very fine magazine— 
the finest magazine I have ever come 
across printed for the benefit of any 
white collar worker, regardless of 
his field. I for one have actually 
made money by reading, absorbing 
and eventually using the ideas found 
throughout your book. 
At CoopeER 
Director Creative Printing Sales, 
Maple Leaf Press, Toronto, Ont., 
Canada 


Direct Mail 


e I read with interest the article, “A 
Check List for Better Direct Mail” 
(Pg. 103, March *56, AR). It so hap- 
pens that I am now in the process 
of gathering information on auditing 
outside mailing lists, so this was 
right in my line. 
EDWARD STARR 
Employee Publication Service, 
Hill & Knowlton Inc., New York 


Informative Article 


e We would like to mention that 
your article, “The Increasing Use of 
Color in Advertising,” in the January 
issue of AR, was most informative. 
We particularly liked the box feature 
on fluorescent colors —the research 
and steady improvement being ac- 
complished with them. 


W. R. BosweE.i 
Art Supervisor, Lion Oil Co., 
Eldorado, Ark. 


Shop Talk 


e As a charter subscriber to AR, we 
suggest that you consider publishing 
an index of all “shop talk” articles 
which have appeared in your valued 
publication since its inception in 1953. 
Why not make the index the fea- 
ture of the issue marking the begin- 
ning of each new volume, and cover- 
ing all the contents of the previous 
12 issues? 
E. Frep FRANKLIN 
Franklin Associates, San Pedro, 
Cal. 
AR’s semi-annual index, which ap- 
pears each January and July, is de- 
signed for readers who want quick 
and easy reference to AR articles. 
. Ed. 


“Most Informative’ 


e Our firm received your monthly 
copies of AR and we are pleased to 
advise that we find it the most infor- 
mative magazine in its field, and we 
particularly enjoy the excellent il- 
lustration material. 
Ep M. SoKOLOWSKI 
General Manager, Keystone 
Products Co., Union City, N. J. 


Charter Subscribers 


e We are one of your charter sub- 
scribers and have been and now are 
one of your regular subscribers. Your 
publication, in our opinion, is most 
informative and interesting and we 
read every single issue from cover 
to cover. 


“Husk” O’HareE 
Chicago 





WE'VE GOT WHAT IT TAKES 
TO GET YOU 
OFF THE HOOK 


If you are hung-up over 
Merchandising at the Point-of- 
Sale—we would like to get you 
back on firm footing with solid 
down-to-earth help. 


First of all, we are specialists. 
For more than half a century, 
Chicago Show has devoted its 
talents to one phase of advertising: 
Producing merchandising 
programs that sell hard at the 
point-of-sale. We like to think of 
ourselves as a ‘‘House of Ideas,”’ 
converting sound sales ideas into 
dynamic merchandising programs 
designed to increase traffic at the 
retail level—yet tied in closely with 
your overall promotion scheme. 

Our nation-wide staff of experts 
want to sink their hooks into your 
point-of-sale problems. We can 
follow through on every detail— 
from idea conception to job 
completion—for a single display, 
or a year-round display program. 
How about talking your problems 
over with us today. We'll show 
you how to get action where 
it counts—at the cash register. 


Send for your Free IDEA FILE and 
iltustrated brochure... full of 
point-of-sale ideas that click. Address 
Chicago Show Printing Company, 
2626 N. Kildare, Chicago 39 


Merchandising at the POINT-OF-SALE 


@ Lithographed displays for indoor and outdoor use 


* Animated Displays 
® Cloth and Kanvet Fiber Banners and Pennants ¢ Mystik” Self-Stik Displays 
@ Mystik” Can and Bottle Holders * Mystik” Self-Stik Labels 


Trademark Mystik Registered 


@ Econo Truck Signs ¢ Booklets and Folders 
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ACME’S 


SALE. 





5 SOAR ZU: 


Months 





with 


After one experience with a “‘do- 
nothing” catalog, the Acme Sash 
& Door Co., progressive Cincin- 
nati distributor, switched to 
Heinn loose-leaf. Results were 
almost instantaneous—sales up 
20% in 90 days! And the extra 
sales volume offset Acme’s entire 


costs of new catalogs in six 
months. 





competitive 
positions. It can wa 
start you, too. “4 “an 
-7'-ow 
Excerpt from Heinn’s copyrighted oe ee 
“Tribute to a Salesman” “75 yee & ane” 
, s p ‘ 
A salesman’s interestsare as broad <a (es? + yor" Ret 
as the lives of the people he con- ; — got Fete 
tacts. iatinienonsedinene, ae 1s en. weis® or 
but he keeps them to him- q 6 sites a os" 3 
self until he finds a -- aan wie® 4nde® ave yo" axe 
chance to tell every ot y.* 09 © og Wore semt® 
fact with tact. ae" “308 we” 5 OX ve © eo’ 
of ne™ \o' 
_ complete text —s .e gosi® z on ceo go? 
iS yours on <on? xan = yo Covi? 
ye a 0 
t. oo se re ss 
reques at o oe a co e o o oe e mv 
on a a a - 
wae” ave Copyright 1956, by - —. ad en ial set rs a 
° The Heinn Company, Milwaukee --~ be pot park CUO EWI _eqqct” 
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Loose-Leaf 
Binders 


When you have loose-leaf cata- 
logs in Heinn binders equipped 
with easy-to-use indexing, all 
selling facts stay up to date and 
in sequence. Buyers quickly 
learn your line and follow your 
sales arguments — and respond 
with orders. Quotas that once 


seemed impossible become 
realities. 


Thousands of manu- 
facturers, wholesalers 
and service firms 

now depend on Heinn 
Loose-Leaf Binders for 
catalogs, price lists 

and manuals. A coupon 
like this started many 
of them toward 
improving their 
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raroRnaTiny 
WANTED 


The following letters are typical of 
many received by AR. In all cases 
we try to supply as much helpful 


information as possible. However, 
we are regularly publishing some of 
the letters in this column with the 
thought that perhaps some of our 
readers would like to assist us in 
providing desired details. AR will 
gladly forward any letters in answer 
to such requests. .. . Ed. 


Contests 


e I am presently engaged in doing 
research work on contests. I wonder 
if you might be able to pass along 
any information regarding this mat- 
ter. 

Through your past experience you 
might be able to tell me which type 
of contests are most popular, what 
type of prizes are most acceptable, 
etc., from the consumer’s point of 
view. In fact, any information you 
can let me have on this subject, will 
be of great assistance. 

Davip N. WoopHOUSE 
The F. H. Hayhurst Co. Ltd., 
Montreal, Que., Canada 


Self-Liquidating Premiums 


e We are interested in finding 
sources of supply for specially print- 
ed boys’ T shirts and barbecue 
aprons which can be used as self- 
liquidating premiums. Can you ad- 
vise us immediately as to possible 
suppliers of these two items? 
W. F. Moist 
Chicago Show Printing Co., Des 
Moines, Ia. 


Comparative Costs 


e I am very much interested in ob- 
taining any information I can on the 
comparative costs and expenses of 
both periodical and book publishing, 
and I thought that you might be able 
to help me out, or refer me to a 
source where I could find this infor- 
mation. 
Any information you can provide 
will be greatly appreciated. 
Mat Parks, Jr. 
Howard W. Sams & Co. Inc., 
Indianapolis 
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CRAF-TONE SHADING SHEETS...the no glare, self-adhering all-pur- 
pose, efficient, economical overlay shading medium. . . 294 patterns! 


CRAF-TYPE ... the versatile, improved paste-up type that speeds com- 
position and really cuts typography costs! 279 Fonts, faces and sizes 


CRAFT-COLOR ... 19 brilliant, nonfading Translucent colors on self- 
adhering clear plastic sheets! 


SINGLETONE DRAWING PAPER.. achemically treated drawing paper 
with a single hidden tone for straight shading effects! 59 Patterns! 


BLACK AND WHITE TOP SHEET SHADING FILMS... .Transparent over- 
lay film for shading effect in line copy! 59 black also white screens 
with removable dots and patterns! Ideal for newspaper and photo en- 
graving shops. 


MULTI-COLOR PROCESS. .. reduces 4 color printing costs. The only 
reliable, inexpensive method to make plates for color printing! 


CRAFTINT DOUBLETONE DRAWING PAPER AND TRACING VELLUM. 
17 original two screen patterns that you develop. Two separate “in- 


visible” shading tones processed into the paper to get third dimen- 
sional effects 
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Craftint offers you 


the most complete 





Shading Medium Catalog 


in the world! 


CUT production costs! 
MEET deadlines efficiently! 


ADD sales impact to layouts 


and finished art! 


THE CRAFTINT MANUFACTURING CO. 
NEW YORK CLEVELAND CHICAGO 


Perr ef Ff 2 ee ew PC SP e@ ee ew ee ew eB ew ew OO Ow ew ew oO wee ewe = 


CRAFTINT MANUFACTURING COMPANY 
1615 COLLAMER AVE CLEVELAND 10, OHIO 


Yes, send me the world’s most 
complete Shading Medium Catalog 


Name 





Company 
Address 


City ian State 





meee eee ee 
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TENSION RELIEVERS 
ZY 


w? 


YaL-SAIdOTAIANT NOISN3z, 


a 
i 





‘**No use Doc. Nobody or nothing can see 
through a Tension ‘Artlined’ Envelope!” 


It's no secret where to look for top quality envelopes 
and speedy service! Write or call 


“TENSION ENVELOPE CORPORATION 


NEW YORK 36, N. Y. © 522 Fifth Avenue 
ST. LOUIS 10, MO. © 5001 Southwest Ave. 
MINNEAPOLIS 1, MINN. © 129 North 2nd St. 


DES MOINES 14, IOWA © 1912 Grand Avenue 
KANSAS CITY 8, MO. © 19th & Campbell Sts. 
FT. WORTH 12, TEXAS © 5900 East Rosedale 


gO TFANG NOISNAZL-SAadOTZANT NOIS 
“LOPES- TENSION ENVELOPES-TENSION ENVELOPES-Sdad0O13) 


% 
L 


Ss. ~ 
TENSION ENVELOPES-TENSION ENVELOPES-TENSION © 
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Plastichrome™, winner of the Lithographers National Assoc. Award for 3 straight years, is 
unequalled for quality, ‘true-to-life’ color and they're backed by the foremost manufacturer 
of postcards in the world. They offer unlimited possibilities for product Promotion and 
merchandising of your advertising campaign. A must for dealer promotions. Made from 
transparencies — COST LESS THAN Ic EACH. 


Also available are jumbo size self mailers, king size cards, 

brochures, and broadsides. All in beautiful natural color. 

Use genuine Plastichrome postcards—made only by Colourpicture. 
Remember, there is no card ‘just as good" as Plastichrome. 





Write for complete iaformation, samples and new low price list. 


COLOURPICTURE PUBLISHERS, INC. 


390 NEWBURY STREET, BOSTON 15, MASSACHUSETTS 
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Oil-Proof Label Paper 


e Can you give us any information 
on the availability of oil-proof label 
paper? Our problem is not surface 
protection, but the discoloration 
~which occurs in use by the consumer. 
As the contents of the bottle in which 
we package our oil is consumed, the 
oil often runs down the side of the 
bottle, entering the label at its edge 
and discoloring it. 

If you know of a source for very 
white, oil-proof label stock, we 
would appreciate hearing from you. 


Jay WoMAcK 
Womack Co., Los Nietos, Calif. 


Advertising Controls 


e In the December, 1955, issue of 
Advertising Requirements you car- 
ried an article of A. F. Calabro’s on 
“Work Flow and Budget Control.” 

I am very interested in acquiring 
samples of the two forms reproduced 
in Mr. Calabro’s article. Would you 
please inform me as to how I might 
get in touch with Mr. Calabro direct- 
ly or otherwise obtain copies of 
the forms. 


Information as to the availability 
of any other procedure or methods 
used to control advertising work and 
budget would also be appreciated. 


T. E. BENNETT 
Manager, Public Relations & Ad- 
vertising, Leonard Refineries, 
Alma, Mich. 


Fruit Packages 


e We are interested in obtaining in- 
dividual fruit packages for direct 
mail use. We plan to use these pack- 
ages to mail a single apple, orange, 
banana, etc. 

Do you know a source for this 
type of package? Or, can you suggest 
a company to which we could write 
for information? 

Art BENNING 
Beaumont, Heller & Sperling, 
Reading, Pa. 


Mat “Smudges’” 


e Will you please advise or line us 
up with a source which makes or 
sells a little machine to be used in 
making “smudges” from newspaper 
mats? 

We understand an _ inexpensive 
machine to make smudges from mats 
is available. 

JAKE E. Von ToOBEL 
Ed Von Tobel Lumber Co., Las 
Vegas, Nev. 








THIS CASE-HISTORY REPORT DID 6 JOBS 


Dravo Corporation had a case-history in Chicago that 
they wanted to use in their advertising and promotion. 
Getting the pictures and the information seemed like 
a problem until U. P. Pictorial 
the picture. 


Research entered 


A phone call to the Commercial Photography Division 
of United Press Associations covered such details as 
specific information desired and most acceptable cam- 
era angles. Out went a two-man team consisting of a 
thoroughly competent photographer and an industrial 
reporter. In a few days Dravo had a complete detailed 
report, including photographs, (shown above) of its 
equipment in service and the resulting benefits. 


From this report came two ads, a news release, a 4-page 
technical report for salesmen’s use, a direct-mail piece, 
a house-organ story, and striking illustrations for the 
annual report. The cost was surprisingly reasonable, 
and nobody from Dravo had to use time and money 
traveling. 





U. P. PICTORIAL RESEARCH is an illustrated and docu- 


mented report of product or service 
usage and operational procedure. 
It reaches you as a package — in 
duplicate — consisting of a summary 
of findings, list of questions and 
answers, signed statements, photo- 
graph releases, and photographs. 
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Case histories are becoming increasingly important in 
industrial advertising and promotion. You owe it to 
yourself and your company or clients to know about 
the benefits of U. P. Pictorial Research. The handy 
coupon below will bring you complete information 
about this or any of the other economical services of 
the Commercial Photography Division, United Press 


Associations, 461 Eighth Avenue, New York 1, N. Y. 


SSSSSSSSSES SSS SSSSSSSSSSSSSSSESSSeeeRas cesses eeeseeeseseseesssseseeesesseasesan) 
Hartow M. Cuurcu, DIRECTOR 
COMMERCIAL PHOTOGRAPHY DIVISION 
Unitep Press ASSOCIATIONS 
461 EicotH AVENUE, New York 1, N. Y. 


Please send me complete information, including costs, about 
the SErTUVICES ¢ he ke da: 


(] Pictorial Research Reports 

[|] Photographic assignments 

| Advertising photography 

Location and publicity photography 
Stock photographs 


= 


mam 


Name 
Title 
Company 


Address_ 


- 
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NAZ-DAR 


...at the Point-of-Purchase 


MORE silk screen 
printers use MORE 
Naz-Dar 5500 Fast- 
Dry Screen process 
inks for MORE 
paper and card- 
hoard POP dis- 
plays than any 
competitive 

brand! 


ee 


You get “buy appeal” at the point of purchase 
with Naz-Dar 5500 Fast-Dry Silk Screen Ink! 


We will be happy to send you 
two 5500 color cards showing the 
26 brilliant colors in our 5500 
Fast-Dry Silk Screen Ink line. 
Keep one at your desk and give 
the other to your silk screen 
printer as a handy color 
reference. You'll always get 
exactly the right color! 


BB See if these aren't the features you want in 
your displays! BRILLIANT, PURE COLORS »* 
COLORS THAT WON'T CRACK OR CHIP 
WHEN DIE-CUT * COLORS THAT DON’T 
OFFSET, EVEN WHEN STORED UNDER 
PRESSURE FOR MANY MONTHS * 
COLORS WITH SALES IMPACT! 

You really owe it to the quality of your 
product to specify NAZ-DAR 5500 Fast-Dry 
Silk Screen Ink in your next paper or cardboard 
display ...the way so many people do. 


Since 1922 Everything Needed For Silk Screen Printing 


the NAZ-DAR COMPANY 


461 Milwaukee Avenue + Chicago 10, Illinois 


inks - varnishes - lacquers - silks - screen plates - squeeges - films 
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Answers Request 


In reply to Mr. Wojahn’s request 
(Impregnating Blotters, Information 
Wanted, December AR), I suggest the 
plastic spray put out in pressurized 
cans (such as Bostwick), which is 
used by artists to make show card 
colors, etc., permanent on posters. It 
is easy to apply, inexpensive, water- 
proof, and transparent. 

Although thinner, artists’ fixative, 
also available in pressurized cans 
(Spray-Fix, Blair Art Products, 
Memphis, Tenn.), should work, too. 
The advantage of the fixative is 
that it is possible to draw, ink or 
print right over it while the plastic 
tends to shed ink, pencil marks, etc. 

One or the other of these products 
should solve the problem. 


A. J. MISKELL 
Assistant Promotion Manager in 
Charge of Research, Capper- 
Harman-Slocum Inc., Cleveland 


Plastic Mounting 


e One of our clients is interested in 
mounting a copper commemoration 
coin in a plastic cube. The size is 4” 
and it is to be used as a book weight 
and is to be given to the president 
of the company. 

I understand this used to be done 
quite extensively; however, it seems 
that this type of work has now 
ceased. Could you, therefore, direct 
us to such a source of supply? 

H. R. HAKEs 
Howard H. Monk & Associates 
Inc., Rockford, IIl. 


Wants Film 


e I am looking for a sound motion 
picture on advertising production, 
layout techniques, etc., that would 
be suitable to show before groups of 
Indiana retail merchants who attend 
our Retail Advertising Clinics, spon- 
sored by this organization in coop- 
eration with Indiana University. 

Frankly, I have met with no suc- 
cess in my search for such a film. We 
are currently using the Townsend 
film on “Pre-Evaluation” and would 
like to replace this film. Do you know 
of such a film? Here are the re- 
quirements: 


e Must purchase the film since it 

would be used continually. 

e 16mm, sound film or would con- 

sider a slide film. 

e Approximately one hour or less. 

e Content: advertising procedures, 

layout, design, any or all mediums. 

JOHN R. WALSH 

Advertising Consultant, Associ- 
ated Retailers of Indiana, Indi- 
anapolis 











INTERNATIONAL COLOR GRAVURE, Inc. 
now OCCUPIES 3 FLOORS at 
39 West 60th St., New York City. 


By adding an entire floor, customers’ 
needs can be served better than ever 


Taig Ml let) ee lo 
tion is keyed to the steadily increas- 
ing demand for our specialized service. 


THAN MERELY THEIR TIME 
INVESTED IN THEIR WORK 











SALARIED EXECUTIVES are expected 
to handle their responsibilities well but how can 
their efforts possibly be compared with those of 
men in business for themselves? Owners, thoroughly 
interested in operating their enterprise 
effectively, have so much more at stake! 








MICHAEL 
H. 
LEUSCHNER 


That’s how it is at INTERNATIONAL 

COLOR GRAVURE and at SUPERTONE 

where, since 1945, five partners have 

been giving their personal supervision to the 
operation of two companies offering a reliable service for reproduction 
in monotone gravure and in preparing color positives. 


Each owner utilizes his special skill or talent to serve the partnership proficiently. 

One of them, MICHAEL H. LEUSCHNER, is on the sales and executive end, 

even though he is a member of the photo-engravers’ union. 

In his work, “MIKE” LEUSCHNER is making good use of the 17 years’ experience 

he had as Assistant Production Manager at one of America’s leading advertising agencies. 


With each of the five partners doing what he knows best, the arrangement assures clients 
of getting the accuracy and dependability needed in rotogravure reproduction. 


ROTOGRAVURE ENGRAVERS 
SPECIALIZING IN COLOR 


39 West 60th St. SZ 
NEW YORK 23, N.Y. WC. 
Phone: Circle 5-8750 


LOS ANGELES Sales Office: 232 East 4th St., Phone: MUtual 7136 


~ 2 


480 Lexington Ave. 


SUPERTONE, INC. ew york 17. N¥. 


Phone: Plaza 3-9468 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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BIG NATIONAL 
ADVERTISERS 


, PRE-TESTED 
‘ for WEATHER WEAR 


Any type outdoor Signs 
you may require for effec- 
tive outdoor advertising 
and produced in quantity, 
are made in the modern 
GRACE plant in the mod- 
ern manner—for superior 
service life and attrac- 
tiveness. Yes, they out- 
last and out-sell com- 
petition 


ie a 
aul4 4 aU . 
ving PD hese Y 


cy 
Aggrowes or me 


a 

a LLL Na 
ROADSIDE « 
ae 
REFLECTORIZED 


SILK SCREEN 
PROCESSED 


The special GRACE meth- 
od of applying colors to 
depict product and en- 
hance design, is fast 
accurate and artistic 
GRACE made signs have 
ed it--eye, and buy appeal! 


Mets 
\ STATE* 


eke) ee) 5 


os ware® 


 stahul evens 


youn StTg, 


FARMERS IMPLEMENT CO, bo 


WE DESIGN ANY TYPE SIGN 


If your clients desire special type signs, let us know 
Our art department will make up a sample sign free for 
approval, from sketches made by ->-———~. 

client or us. What are YOUR needs? { 


SEND FOR CATALOG 
IN FULL COLOR 


Bele SIGN & MFG. co. 
3600 S. 2nd ST. * ST. LOUIS 18, MO 
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O/ 
I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Discovers Black Paper 
Makes Good Highlight 


I have always found highlighting 
a cut-out section of a map a difficult 
job because of the many little turns 
and corners which must appear in 
exact detail in the shadow. 

A thin sheet of black paper placed 
under the area to be cut out proved 
to be the solution to my problem. It 
gave me an exact outline of the area 
in black, and by simply pasting it a 
little below and to the right of the 
map section, I accomplished my high- 
lighting job with perfect accuracy 
and in a much shorter period of time. 

JoreL THALER 
Industrial Chartist, Brooklyn, 
New York 


Novel Kit Draws Response 
From Press at Toy Fair 


Wanting to draw the utmost in 
attention for a client at the American 
Toy Fair press conference, we faced 
two problems: 


e First, our client’s “deck of cards” 
toy was likely to be lost in the veri- 
table mountain of more spectacular 
visual toys. 


e Secondly, previous experience 
showed that few releases of any one 
manufacturer were taken during the 
entire week from the press room 


table. 


Obviously, we had to attract the 
press’ attention, but how, without 
the help of cannons or rockets, was 
our worry! 

Our answer proved to be simple 
and inexpensive, but effective. Spe- 
cial press kits, prepared from two- 
pocket manila folders, held the re- 
leases we desired to be “picked up” 
with an explanatory letter to the 
editor on top. 

To make the kits “stand-outs” on 


the press table, we used eye-catching 
5x7” prints dry-mounted on the 
cover. One, a winsome bit of cheese- 
cake, had been previously photo- 
graphed for a different promotion of 
the game, and the second print 
showed the words “Press Kit” 
formed by the cards of the game we 
were promoting. 
As a final bit of bait, we attached 
a sample of the product to each 
folder. Decks were placed in soft 
plastic bags and stapled to the back 
cover. When the kits were stacked, 
the decks would be piled face up. 
The result? Of 150 kits prepared, 
only the one deliberately kept for 
display purposes was left the next 
morning! Best of all, while most of 
the other exhibitor releases remained 
intact during the balance of the fair, 
our client gave out another 100 of 
our “special kits” during the week. 
Mitton RIBAcK 
Public Relations, New York 


Multiple Release Problem 
Solved by One Data Sheet 


Since most of the machinery pro- 
duced by our company is built to 
order, fundamentally we sell the 
process rather than the particular 
machine. This necessitates schedul- 
ing most of our advertising funds 
toward the process and limits us in 
regards to special releases for court- 
ing the potential buyer, general com- 
pany promotion, or even special 
application stories. 

To handle the special release 
problems separately would not only 
have been expensive but would have 
involved production problems and 
much duplication of effort. 

A standard Data Sheet became our 
answer. Pre-printed on white bond 
stock on a Multilith machine, the 
format was distinctive enough to be 
used for all of our purposes. 

Copy was brief and described 





either applications and the equip- 
ment used, or just the special ma- 
chine. 

Simple and inexpensive to make, 
the Data Sheet can be used for pub- 
licity releases, informational sheets 
for the field sales force, as applica- 
tion examples, and as a descriptive 
bulletin for machinery not covered 
in the standard catalog. 

Further, it also became an excel- 
lent direct mail piece to use on po- 
tential customers. 

RONALD E. LAwson 
Sales Promotion Dept., Sciaky 
Bros. Inc., Chicago 


Novel Ad Combination 
Nets Effective Folder 


A need for a special folder to help 
sell a packaging booklet we had re- 
cently produced, and a mailing 
budget that wouldn’t permit the pro- 
duction of such a folder, set us to 
searching for an ingenious way out 
of our dilemma. 

Finding electros from two previous 
ads that looked as though they could 
be adapted to get our story across, 
we set out to make an effectively 
different folder from them. 

The outline illustration from the 
first ad and the logo from the second 
were cut apart and used for the 
“cover,” measuring 234x9”. A short 
headline was set on this and we then 
had a unique “cover” or first page 
that permitted most of the “inside- 
back cover” or second ad to be seen. 

The other half of the first ad was 
used intact on the “back cover,” 
measuring 614x9”. 

The result was an effective “sell- 
ing” folder for practically nothing 
more than the cost of two electros, 
headline type, and plate routing. 

EpWARD MICHALS 
Product Advertising Supervisor, 
Armour Industrial Div., Chicago 


WHAT'D HE SAY? 


“THERES NOTHING ON THE NEGATIVES!” 





add 


Sell on sight... 


Use attention-getting H&D 
Selmor®* Displays to put your product 
in the hands of your prospect. 


HINDE & DAUCH 


Subsidiary of West Virginia Pulp and Paper Company 


For FREE BOOKLET—“How to Select Vending Displays’’— 
write Hinde & Dauch, Sandusky, Ohio 


ai ae ab ai 4. ae ae ae a Ae Mn, Ll My Lie Li LE Mi A Me, Me, Ln, Mt, LA Mi My Ml, MP 
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Perfect for 


artists, 


EVERYTIME 


production men, 
general 
office uses, 


every one 


A PERFECT POINT... 


in the 


graphic arts... 


See and try 


the 


electro-pointer 


WORLD'S FINEST COMPLETELY AUTOMATIC 
ELECTRIC PENCIL SHARPENER 


Insert 

any size 

wooden pencil 

and 

instantly the Electro-Pointer gives 
you a perfect point. Sharpens 
charcoal, pastel and layout pencils 
like magic. Proven through 14 years 
in artist studios, drafting rooms— 


anywhere wooden pencils are used. 


AT YOUR ART SUPPLIER, 
STATIONER, OR WRITE 


INC. 
1825 MACKLIND AVE. e ST. LOUIS 10, MO. 
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PARA-STICK TWIN-STICK 


CEIL-STICK 


IT’S A FACT..... 


. . that PARA-STICK is ideal for adhering displays because of 
its labor-saving features such as the holland cloth being printed 
with instructions and slit for easy removal. 


DURABLE manufactures a complete line of adhesive coated products 
for hanging displays. Write to... 


Durable RUBBER PRODUCTS CO 


609 W. Lake St. Chicago 6, Ill. 
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SEPTEMBER 1956 
1-30 


September Better Breakfast Month .. . 
sponsored by Cereal Institute, 135 S. La- 
Salle St., Chicago 3. 


Child Foot Health Month. 


Sons & Daughters Month . . . sponsored 
by Sons’ and Daughters’ Day Foundation 
Inc., 1435 H Street, N.W., Washington 5, 
ee. 


1-Oct. 31 


Old Stove Roundup . . . sponsored by 
American Gas Assn., 420 Lexington Ave., 
New York 17, and Gas Appliance Manu- 
facturers Assn., 60 E. 42nd St., New York. 


Labor Day 


2-9 


Child Safety Week .. . sponsored by 
American Safety League, 6 N. Main St., 
Plaistow, N. H. 


8-16 


National Home Week ( Tentative ). 


Fall Millinery Promotions begin . . . spon- 
sored by Millinery Promotions Inc., 1450 
Broadway, New York. 


15-Nov. 30 


Camp Fire Girls Membership March .. . 
sponsored by Camp Fire Girls Inc., 16 
E. 48th St., New York 17. 


17-23 


Anthracite Week . . . sponsored by the 
Anthracite Industry Council, 342 Madison 
Ave., New York 17. 


National Sweater Week (Tentative) ... 
sponsored by National Knitted Outerwear 
Assn., 386 Fourth Ave., New York 16. 


18 


National Chiropractic Day . . . sponsored 
by National Chiropractic Assn., National 
Bldg., Webster City, Ia. 


18-24 


National Radio & TV Week . . . sponsored 
by Radio-Electronics-Television Manufac- 


turers Assn., Wyatt Bldg., Washington 5, 
D. C. 





A horse ...a pretty girl... always the same two elements in this age- 
old act...but you can tell the true stars with one glimpse of their 
performances. And you'll quickly recognize the qualities of star per- 
formance in Rising 25% Rag Bond...its uniform, unmatched cockle 
finish, its brilliant color, its sturdy crispness. Created by Rising Paper 
reli lola lel oh oll mm utersielaaltht tice 


KRising 


FINE PAPER AT ITS BEST 
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Sign Problems Got You Down? SEPTEMBER (Continued) 


20-29 


Home Fashion Time . . . sponsored by 
Home Furnishings Industry Committee, 
666 Lake Shore Drive, Chicago. 


22 


Cranberry Festival . . . sponsored by Na- 
tional Cranberry Assn., Hanson, Mass. 
Kids’ Day . . . sponsored by Kiwanis 
International, 520 North Michigan Ave., 
Chicago 11. 


23 


Gold Star Mathers Day (Presidential 
Proclamation) . . . sponsored by Ameri- 
can Gold Star Mothers Inc., 2128 Leroy 
Place, N.W., Washington 8, D. C. 

a 
eeethe new self-adhesive 


vinyl sign material that’s... 
Completely Weatherproof Easy to Apply 


Resists severe weather .. . looks fresh 


Public Likes Vivid Colors. 
Research Institute Finds 
No water, glue, activator or other 


as new after a year or more! paraphernalia needed. Just peel off How readily are new colors ac- 
the protective backing . . . press Fas- cepted by the public? This is an im- 
Cal sign into place. portant question to designers and 
manufacturers of consumer products, 
packages and displays—and one 
which Color Research Institute, Chi- 


Economical 
No specialized application labor 
needed. No lost time in preparation, 


“wi r j > r ole - i » 
drying time or clean up. Equipment Seedal 


back in action in seconds! aces cago, set out to answer. The institute 
itil has amassed data on the psycholog- 
printed on ical effect of color and design, based 


FasCal for on tests with more than 100,000 per- 
FasCal . . . and a “Creative Uses for ; Swift & 


Mail coupon for more information about 
sons in the last twenty years. 
FASSON” file which shows many un- ia wee Company. These 
usual applications for FASSON Self- 


Adhesive Papers, Foils and Films! 


tests show, among other 
things, that color fads are accepted 
by less than 20% of the public. Color 
preference is not established by pro- 
motion and does not grow and de- 
cline with the rate of advertising. 
Most reds and blues are among col- 
ors that have been popular for the 
last thousand years or more. 

According to institute surveys, 
more than 80% of color preferences 
are based on emotional stimulation 
or on inhibition. The liking for red 
is based on emotional stimulation. 
The preference for gray is generally 
based on inhibition, CRI experts as- 
sert. 

Normal adults react most favor- 
ably to combinations of warm colors 
(reds) and cool colors (blues). Some 
experienced ' colors have preference ratings as 


“on camera” ‘ high as 90%; others rate below 10%. 


FASSON DIVISION OF AVERY PAPER COMPANY 


| 
FASSON " | 260 Chester Street, Painesville, Ohio 


[] Send me FasCal samples, [] Send me a ‘’Creative Uses 
PRODUCTS prices and descriptive for FASSON”’ file. 
literature, 


el 


KFASSOri 


| 
| 
| 
| 
| 
DIVISION OF AVERY PAPER col Compony 
| 
| 
| 


Sales Offices in 

Boston Detroit 
Chicago New York 
Cleveland Oakland, Calif. 
Dayton, Ohio Philadelphia 


Street 


Zone State 
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When an article in a low-preference 
color is purchased because of adver- 
tising, sales pressure or social pres- 
sure, the purchaser does not neces- 
sarily like the color and often regrets 

crescent tv illustration board ¥ the purchase, institute findings show. 
unusual quality in two . va , The preference rating of a color is 
stand-out grays! wre influenced not only by its value (tone 
write for free sample today, to: = or degree of purity) but also by the 
, presence of other colors, by the size 
of the area the color occupies as well 

; as by the object with which it is 

. « « for more details circle 773, page 105 associated. 44 


crescent tv bristol board is 
double-sided — light gray and 
dark gray — two ways better! 


CHICAGO CARDBOARD CO. 
i240.6hC«WwNNN Homan Ave . Chicago 51 
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Dr. Pepper Display: 
Designed from an 
ektachrome. Printed 
in 4 color process. 
size: 18" x 26° 


BECAUSE IT'S A COLOR PLASTIC DISPLAY 
ON A STORE WINDOW AT EYE LEVEL 


Its value... Tells a complete sales story visible to every passerby. Printed in glorious full color process. 
Becomes part of window NOT an unsightly appendage. So novel... so new... . so valuable looking it receives 


instant dealer acceptance because the clear plastic does not block out daylight or obscure merchandise inside 
the window or store. 


Uses _.. For stores, on windows, doors and inside walls .. . as a mobile or a shelf-talker . . . on merchandise, 
attached to appliances to sell at P.O.P for gasoline pumps and outdoor truck signs (our plastic is 
absolutely weatherproof). 


Exclusive features of Transplastix ... Other types of plastic signs are unsightly because they wrinkle. This 
clear plastic is guaranteed not to warp or curl. In full color or monotone. Any pictorial copy illustrated 
perfectly. Sizes up to 40 x 54. Quantities 200 to a million. 


Economy . .. Instead of planning an old fashioned display with expensive mounting and shipping cartons, 
you can buy a Transplastix for less money, rolled in a tube and delivered with lower mailing cost. 


Write for information: 
ULLMAN GRAVURE, INC. D ‘ 
319 McKIBBIN ST., BROOKLYN 6, N. Y. - HY 7-3700 rans astix 


A division of The Uliman Company, Inc... Established 1888 


Foremost printers in Photogelatin and Gravure processes ... specialists in color displays on paper and plastic 
8 
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Radio Corporation of America 
Dept. F-283, Building 15-1, Camden, New Jersey 


Please send me the complete story on RCA 400 Senior and 


Junior Sound Film Projectors; RCA Magnetic Recorder-Projectors. 


se For the ‘hard sell’ of the meeting... 
Our Presentation 


Goes Professional with Film 
and the RCA Projector 99 


An RCA Projector belongs in every meeting, in every plan when 
the purpose is effective selling. It shows your product... 

and shows it off. Crystal-clear, steady pictures reach out and 
capture attention. Natural sound reproduction brings sound tracks 
to life. And a complete amateur gets just such professional results 
with the RCA Projector that’s engineered for operation after 
minutes of instruction. Fast set-up and RCA’s exclusive Quick-Easy 
threading help any operator roll a show within five minutes. 


Your RCA Audio-Visual Dealer has the specialized knowledge to 
help you make your wisest choice among these long-performing 
Projectors of dependable RCA quality. There’s the single-case 
Junior, the dual-case Senior, the Magnetic Recorder-Projector, 

all lightweight portables. Back of the model you choose stand 
nation-wide authorized service facilities. You can locate your dealer 
quickly by looking in your classified directory under “Motion 
Picture Projectors,” or if you prefer, send the coupon above for 
some helpful RCA Projector brochures and your dealer’s name. 
Get in touch ... right away! 


AUDIO-VISUAL PRODUCTS 


RADIO CORPORATION of AMERICA 


® CAMDEN, N. J. 
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for ADMEN 


e Tested Approaches To Cutting 
Production Costs, Special Report No. 
4, 128 pages, American Management 
Association (New York), $3.75 (AMA 
members, $2.50) . . . Prepared from 
material presented at a recent AMA 
Special Manufacturing Conference, 
this special report shows executives 
how to determine whether and where 
costs are out of line. The book is 
well-represented by specialists in 
the field who pinpoint specific areas 
in which efforts at cost-cutting 
should be most rewarding. Purchas- 
ing, indirect labor, materials han- 
dling, the manufacturing cycle, qual- 
ity control, traffic, inventory 
management, maintenance, and pa- 
perwork are among the areas dis- 
cussed for potential cost reduction. 
Highlights of four effective cost- 
reduction programs are featured in a 
concluding section. 


e International Poster Annual 1955- 
56, 160 pages, Hastings House Pub- 
lishers Inc., New York, $10.95 .. . 
This world-wide roundup of out- 
standing poster art includes samples 
from the United States, most of Eu- 
rope and such far-flung countries as 
India, Japan, Israel, Mexico and 
Brazil. “Poster” is broadly defined to 
include car cards, television title 
cards, outdoor painted bulletins as 
well as the more conventional posted 
displays. 

Editor Arthur Niggli rightly points 
out the influence of Raymond Savig- 
nac on this year’s collection. Like 
him, many of the contributors take 
the viewer by surprise, playing up 
the whimsical and fanciful for all 
they’re worth. Photographic posters 
are rare, perhaps because of this em- 
phasis on impressionistic rather than 
realistic treatments. Robert Gage’s 
poster for Levy’s Rye Bread and 
Henry Ries’s ad for the New York 
Times are two fine examples of cam- 
era composition included in the 
book’s American section. 

Besides its illustrations of more 
than 500 posters in black and white 
and color, the annual has an exten- 
sive editorial section, with articles 
by Eberhard Holscher on poster out- 
put in Germany, Eric Stockmarr on 
poster production in Scandinavia and 
Rudolf Hostettler on lettering in 
posters. This is the sixth edition of 
the annual, which is published in 
English, French and German. 
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tempt them with COLOR 


“~~. FULL RANGE color 


a 


on Adena OFFSET 


Manufactured by Chillicothe Paper Co. 





if they can’t see it in person 
tempt them with FULL RANGE color* 


on Adena OFFSET 


There is a significant difference in paper. 
Examine this demonstration of Adena Offset 





i : \ 
\ \ just as critically as you wish. It is a 
Pdi 
a 7 / | distinguished paper for distinguished 
/ a lithography. And whether you’re planning one 
t sf # 
i i color or a complete range of process colors, this 
-- Yo 
, sheet scores as brilliantly in reproduction 
- 
results as it does in pressroom performance. 
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Adena Offset, regular finish, 
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QUEEN OF THE OFFSETS 


is distributed in 
a complete range 
of sizes, weights, 
and fancy finishes 
by these fine 


paper merchants. 


Atlanta, Ga. 


Baltimore 
Boston 
Boston 
Buffalo 


Charleston, W. Va. 
Chicago 

Chicago 

Cincinnati 
Cleveland 
Columbus, Ohio 


Dallas 
Dayton 
Denver 

Des Moines 
Detroit 


Fargo, N. Dak. 
Fort Worth 


Houston 


Idaho Falls 
Indianapolis 


Kansas City, Mo. 


Los Angeles 
Louisville 


Milwaukee 
Minneapolis 
/ Minneapolis 

/ Nashville 

/ New Orleans 
# Newark 
New York City 

New York City 

New York City 

New York City 

New York City 
Pawtucket, R. I. 
Philadelphia 
Philadelphia 
Phoenix 
Pittsburgh 
Portland, Oregon 
Raleigh, N. C. 
Rochester 

St. Louis 

Salt Lake City 
San Francisco 
Seattle 
Syracuse, N. Y. 
Toledo 

Tulsa 


Washington, D. C. 


ih 4 


ite ee 


™ 


Ag ae 
ena / || 


CHILLICOTHE PAPER CO. 


Wyant & Sons Paper Company 


Baltimore Paper Company 

Ford & Johnson 

Seaboard Paper Company, Inc. 
Franklin-Cowan Paper Company 


Copco Papers Incorporated 
Chicago Paper Company 
Messinger Paper Company 

The Johnston Paper Company 
The Central Ohio Paper Company 
The Central Ohio Paper Company 


Southwestern Paper Company 
The Central Ohio Paper Company 
Butler Paper Company 

Pratt Paper Company 

The Central Ohio Paper Company 


Fargo Paper Company 
Southwestern Paper Company 


Southwestern Paper Company 


American Paper & Supply Company 
The Central Ohio Paper Company 


Midwestern Paper Company 


Ingram Paper Company 
Superior Paper, Inc. 


Nackie Paper Company 
Butler Paper Company 
Minnesota Paper and Cordage Company 


Clements Paper Company 

Butler Paper Company 
Linde-Lathrop Paper Company, Inc. 
Canfield Paper Company 
Linde-Lathrop Paper Company, Inc. 
Paper Corporation of United States 
Royal Paper Corporation 
Walker-Goulard-Plehn Company 


Industrial Paper and Cordage Company 
The J. L. N. Smythe Company 

Paper Merchants, Inc. 

Butler Paper Company 

The Central Ohio Paper Company 
Fraser Paper Company 

Norris Paper Company 

Genesee Valley Paper Company 
Shaughnessy-Kniep-Hawe Paper Compan: 
American Paper and Supply Company 
Wilson-Rich Paper Company 

Soames Paper Company 

J. & F. B. Garrett Co. 


The Central Ohio Paper Company 
Beene Paper Company 


Barton, Duer & Koch Paper Company 


Chillicothe, Ohio 





Conventions 
MAY 


24-27 ... Associated Business Publications 
Inc., annual spring conference, The Home- 
stead, Hot Springs, Va. 


JUNE 


4-6...Natl. Sales Executives Inc., sales 
equipment fair, Conrad Hilton Hotel, Chi- 
cago 


4-8 ... Art Directors Club of New York, 35th 
Annual Natl. Exhibition of Advertising and 
Editorial Art and Design, Waldorf Astoria, 
New York 


10-13 . . . Advertising Federation of Amer- 
ica, Bellevue-Stratford Hotel, Philadelphia 


11-13 .. . Natl. Sales Aid Show, Hotel Stat- 
ler, New York 


11-15 . . . Society of the Plastics Industry 
Inc., 7th Natl. Plastics Exposition, New Coli- 
seum, New York 


14-15 . . . Natl. Wooden Box Assn., Santa 
Barbara Biltmore, Santa Barbara, Cal. 


17-22 ... Natl. Advertising Agency Network, 
25th annual management conference, Oys- 
ter Harbors Club, Osterville, Cape Cod, 
Mass. 


20-26 ... American Marketing Assn., spring 
meeting, William Penn Hotel, Pittsburgh 


24-27 . . . Engraved Stationery Manufactur- 
ers Assn. Inc., Blaney Park, Mich. 


24-28 . . . American Newspaper Classified 
Advertising Managers Assn., 36th annual 
convention, Long Beach, Cal. 


28-30 . . . Newspaper Advertising Execu- 
tives Assn., summer meeting, Empress Ho- 
tel, Victoria, B. C. 


JULY 


8-10... American College Public Relations 
Assn., Greenbrier Hotel, White Sulphur 
Springs, W. Va. 


22-27 ... The Photographers’ Assn. of Amer- 
ica, Conrad Hilton, Chicago 


AUGUST 


24-28 . . . Mail Advertising Service Assn. 
Int., Drake Hotel, Chicago 


SEPTEMBER 


5-8... Intl. Assn. of Electrotypers & Stereo- 
typers Inc., Lake Louise, Alberta, Canada 


10-12 . . . 18th Annual Forum, Packaging 
Machinery Manufacturers Institute, Hotel 
Statler, Cleveland 


10-13 . . . Premium Advertising Assn. of 
America Inc., Hotel Sheraton-Astor, New 
York 


11-14 . . . Packaging Machinery and Mate- 
rials Exposition of 1956, Public Auditorium, 
Cleveland 


22-25 ... Advertising Specialty Natl. Assn., 
Palmer House, Chicago 


27... Magazine Publishers Assn., fall 
meeting, Westchester Country Club, Rye, 
nN. ¥. 


OCTOBER 


1-3 . . . Direct Mail Advertising Assn., an- 
nual convention, Statler Hotel, New York 





HANSEN MANUFACTURING CO., INC. 


my 


IF 


you have ever 
visited our plant, 
or seen our color movie, 


“THE PICTURE'S THE THING,” 


you know how much 
hand craftsmanship 
goes into making 
fine photoengravings 
for America’s 

most distinguished 
advertisements. 


COLLINS, MILLER & HUTCHINGS, INC. 


333 WEST LAKE STREET, 
CHICAGO 6, ILLINOIS 
letterpress © gravure 

FINEST PHOTOENGRAVING 


AT WACKER DRIVE 


AMERICA’S PLANT 


POWER for ProMOTION! 


Motion Moves Merchandise . . . power your point-of-sale devices with the Hansen 


® HIGH TORQUE 
TIMING MOTOR 
Designed Especially for Display Operation 


A brute for power, guaranteed to pull 20 in. oz. at 1 RPM... 42 
speeds from 0.8 RPM to 600 RPM. Instant starting . . 
+ + + Quiet running . 


. self-lubricated 
. » may be mounted in any position. 


Contact your nearest SYNCHRON representative or write for engineering 
data. Our engineers will work with you in developing special applications. 


The Fromm Co., 5254 W. Madison St., Chicago, Ill. 

R. H. Winslow & Associates, 123 E. 37th St., New York, N.Y. 

Electric Motor Engineering, Inc., 8255 Beverly Blvd., Los Angeles, Calif 
Electric Motor Engineering, Inc., 3907 Lyon Ave., Oakland, Cal. 


FACTORY 
REPRESENTATIVES 


Princeton 11, Indiana 


Makers of SYNCHRON Timing Motors, Timing Machines, 
Clock Movements, and Magna-Torc D.C. Motors. 


%, > 
Mi . 
57 a 


MEMBER 
. . for more details circle 795, page 105 


ay 
Tn* “Workhorse of the industry” 


ESTABLISHED 1907 
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Advertising Typographers 
Association of America, Inc. 


AKRON, O. 

The Akron Typesetting Co. 
ALBANY, N. Y 

Composition Corporation 
ATLANTA, GA 
Higgins-McArthur Company 
BALTIMORE, MD 

The Maran Printing Co. 
BOSTON, MASS 

The Berkeley Press 

Machine Composition Co. 
H. G. McMennamin 
BUFFALO, N. Y. 

Axel Edw. Sahlin Typographic Service 
CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
rederic Ryder Company 
CINCINNATI, O 

The J. W. Ford Company 


CLEVELAND, O 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO. 

The A. B. Hirschfeld Press 
DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred ¢ Morneau Co. 
George Willens & Co. 
INDIANAPOLIS, IND. 

Ihe Typographic Service Co., Inc. 
KALAMAZOO, MICH. 

Claire J. Mahoney 
MILWAUKEE, WIS 

Arrow Press 

MINNEAPOLIS, MINN. 
Duragraph, Inc. 

NEW YORK, N. Y 

Ad Service Company 

ng Agencies’ Service Co., Inc. 


Supreme Ad Service, 
Tri-Arts Press, 
Typographic Craftsmen 
The Typographic Service C« 
ult-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 
NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 








PORTLAND, ORE. 

Paul O. Giesey Typographer 
ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

The Deers Press 

Frank McCaffrey’s 

SYRACUSE, N. Y. 

Syracuse Typesetting Co., Inc. 


TORONTO, CANADA 
Cooper & Beatty Limited 
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An A.T.A. member 

is completely trustworthy 
and enjoys the confidence of 
his clients. This close 
working arrangement plus 


his craftsmanship and sound 


husiness methods is producing the 


best advertising in publications 


and newspapers today. 


For further information 
contact the member nearest you or 


Advertising Typographers Association 


of America, Ine. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY 1, GLENN C. COMPTON, Executive Secretary 


. . » for more details circle 753, page 105 





dwertising Requirements 


Detailed Planning 


THAI 


i 


There is daily proof that the Re- 
public National Bank of Dallas still 
benefits from the planned publicity 
and alert advertising which marked 
the gigantic opening of its new build- 
ing, although the 40-story, $25,000,- 
000 structure was dedicated more 
than a year ago. 

In the intervening year, more than 
200,000 visitors, from throughout the 
United States and from virtually ev- 
ery country of the free world, have 
been spellbound by its gleaming gold, 
glass and marble, its fine woods and 
richly-carpeted corridors. 

Tours through the building still 
are conducted daily, led by attractive 
women guides. Stories about the 
bank have appeared in leading news- 
papers and magazines of the nation, 
including Time, Life, Fortune, Read- 
ers’ Digest and many others. Repub- 
lic’s files contain notices about the 
building from publications in France, 
Germany, Italy, Greece, the Scandi- 
navian countries and Japan. 


> Public interest of this depth and 
lasting quality didn’t just happen. It 
was planned that way. 

Officers of the bank knew that they 


pays off for Republic 


Down in Dallas they’re still talking about the 


dedication ceremony Republic National Bank staged 


when it moved into its skyscraper headquarters .. . 


another example of how planning continues to pay off. 


faced a many-faceted problem in 
making the opening a success. Large 
as Dallas is, they knew that the 
5,000 out-of-town guests would tax 
its hotel facilities. Yet they couldn't 
forget traditional Texas hospitality, 
so a score of special events was 
scheduled to keep the visitors enter- 
tained. A major football game falling 
at the same time was another factor 
to deal with: And to top it off, the 
bank had to be moved, lock, stocks 
and bonds, from its Main Street home 
to the new quarters. 

“As the tempo of events mounted, 
we learned that our careful, thor- 
ough advance planning was the sav- 
ing factor of the whole show,” said 
George J. Watts, Republic’s vice- 
president in charge of advertising and 
public relations. 

“TI don’t think anyone in Republic 
connected with opening events—and 
that accounts for every officer and 
employe—will ever forget the week 
of our opening,” he added. 


> Not only did the bank escape the 
chaotic disorder which could have 
resulted, but it achieved an opening 
and dedication believed to be with- 


out parallel in the annals of banking. 
Events were ticked off with clocklike 
precision, and a minimum of discom- 
fort for all concerned. 

The secret? Planning. Planning 
which began in May of 1954, although 
the formal dedication was December 
1. Success of those plans required 
the work of 23 committees, and at 
times that of the entire staff. Ad- 
vance preparations ranged from res- 
ervation of all hotel space available 
in Dallas, and the securing of long- 
range weather predictions, down to 
such minute items as the size and 
quantity of hat checks, or the num- 
ber of pieces in an orchestra for a 
specified event. These and a thousand 
other details were typed into a 51- 
page “master plan” months before 
the opening. 

Coordinating plans on an over-all 
basis was J. Lewell Lafferty, a bank 
vice-president, as chairman of the 
general committee. On the team was 
everyone from President Fred F. 
Florence to the newest of 
trainees. 


bank 


> When the need was indicated, spe- 
cialists from outside the bank were 
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Apache Belles . . . Girls from Tyler Junior 
College perform intricate dance routine at 
bank opening ceremonies. 


called in. For example, Charles R. 
Meeker Jr., vice-president and man- 
aging director of the State Fair of 
Texas, was engaged to assist with 
entertainment features and the stag- 
ing of events. 


In anticipation of the deluge of 
floral arrangements sent by Repub- 
lic’s well-wishers from over the na- 
tion, M. Buddy Benz of Houston, 
nationally-known authority on floral 
design and arrangement, was called 
in to supervise flower displays at all 
social functions and in the new build- 
ing itself during opening festivities. 

As head of advertising and public 
relations, Mr. Watts was in charge 
of the special program of advertising 
and publicity which led to the formal 
opening. 


> Throughout 1954, the bank’s regu- 
lar program of advertising, including 
newspapers, business publications, 
radio, tv and outdoor boards, was 
designed around the theme: “What 
Does It Take to Build a Bank?” Day 
by day, month by month, the adver- 
tisements supplied the answers to 
that question. Particular phases of 
the building were keyed to copy 
highlighting particular aspects of the 
bank’s growth. 

As the opening date neared, this 
regular program of advertising was 
supplemented by special material 
pointing toward the actual opening 
of the new building. 

Rotogravure sections were pro- 
duced in full color, and circulated 
in both Dallas newspapers. This roto- 
gravure presentation was developed 
despite terrific handicaps—such as 
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the necessity of relying on artists 
sketches of interior scenes. This was 
because printing plates were made at 
a time when many spaces in the 
building were in an unfinished state. 
> Another need anticipated in ad- 
vance was that for a complete press 
kit for the nation’s newsmen who 
would cover the story. A color jacket 
was designed by the advertising de- 
partment, to contain the kit material. 
Such kits usually include a mimeo- 
graphed fact sheet. Republic instead 
designed a booklet in color, still car- 
rying out the theme, “What Does It 
Take to Build a Bank?” Packed with 
facts and illustrations of the build- 
ing, the booklet went into the kit, 
along with copies of the rotogravure 
section, a fold-out tour guide, also in 
color, glossy photos of the new build- 
ing and its top officials, including 
mats for convenience of editors, plus 
several mimeographed stories. 

The kit, labeled “The Inside Story,” 
was mailed in advance to those whose 
early acceptance would permit. Late 
arrivals were taken care of, too. 
Copies of the kit were delivered on 
arrival at their hotels. 

Locally, Republic furnished both 
Dallas daily newspapers with ap- 
proximately 90 stories each, to be 
used as editorial copy for special 
sections, which the papers circulated 
in addition to the rotogravure sec- 
tion. 


> Long before the opening date, the 
bank was faced with selection of a 
suitable invitation for the opening. 
Several styles and types were de- 
signed by the advertising depart- 
ment and submitted to the executive 
committee. When one was agreed 
upon, invitations were ordered in 
such quantity as to tax facilities of 
two Dallas engraving houses. 

Then the invitation committee 
went into action. Headquarters for 
the committee were established in 
special quarters in the Davis Build- 
ing, former home of Republic. Invi- 
tation mailing lists were broken 
down into eight basic groups: 


Suppliers 

Press 

Personnel 

Stockholders 

National accounts and prospects 

Bank accounts and prospects in 
the Southwest 
e Distinguished guests 
e Local accounts, prospects and 
others 


The invitation committee, under 
chairmanship of Vice-President 
Glenn Facka, typed and sorted an 
estimated 500,000 cards, eliminating 
duplications, etc. Lists were refined 
to a final group of 150,000, and mail- 
ing began. 


>The hotel committee, under Vice- 
President John Stovall as chairman, 
handled the reservation of hotel 
rooms for all invited guests, assign- 
ing rooms as acceptances and re- 
quests poured in by letter, wire and 
telephone. This committee also main- 
tained records of those who would 
be present at each event on the pro- 
gram, such as the suppliers’ open 
house, press breakfast, etc. These 
records were cross-indexed, both by 
firms and individuals. Cards also 
showed the guests’ time of arrival 
in Dallas, departure time, and hotel 
while in the city. 

Prior to activities from November 
28 to December 1, kits, including 
information about the bank, events, 
and tickets to these events, were 
placed in mail boxes at the respective 
hotels of those having reservations. 
Kits for those not requesting hotel 
space were placed in the bank’s in- 
formation booths at the hotels, and 
delivered to the proper persons on 
request. A hospitality suite and a 
fully-equipped press room were es- 


tablished in the Baker Hotel. 


>From November 21 through open- 
ing day, it is estimated that more than 
100,000 visitors filed through the new 
bulding on guided tours. Under su- 
pervision of Tour Committee Chair- 
man Price Smith, assistant cashier, 
special guides provided visitors with 
a “guest packet” of information, in- 
cluding the printed tour guide folder, 
a copy of the rotogravure section 
and other facts about the building. 
Other committees included the 
following: Reception, Police, Trans- 
portation, Flowers & Decorations, 
Hat Check, Merchants & Special Ac- 
tivities, Exhibits, and Personnel. 
Coordinators were appointed to 
handle each of the special events, in- 
cluding open house for bank person- 


CONCRETE 


and 
CONTRACTORS 
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Typical Ad . . . One of several advertise- 
ments in series used by bank to publicize 
its new Dallas building. 





welcome! 
ee a i 


e are delighted to have 


N 
ur guest for the open eo 
Qo 


house festivities in 


yMMecuion with our new 
banking quarters 


C bacvuly . - 


REPUBLIC NATIONAL BANK 


of Dollies 


Texas-Size Hat Check . . . King-size hat 
checks (3x5’’) like above were distrib- 
uted to guests at opening of new bank 
building. In Texas style, hat checking 


was in charge of bank assistant vice- 
president 


nel; a series of open houses for the 
public; press breakfast; stockholders 
open house; special luncheons and 
dinners, including a gigantic buffet 
supper and entertainment for 4,500 
out-of-town guests. 


>For this latter event, the entire 
Automobile Building in Fair Park 
was decorated in a frontier western 
motif, complete with wagon wheels, 
can-can girls and cocktail bars 
roughly 700’ long. 

Menu for the buffet included two 
tons of prime roast beef, 114 tons 
of white meat from Texas tom tur- 
keys, a half-ton of ham, 300 gallons 
of coffee and 200 pounds of assorted 
cheeses. 

For dessert, there were cookies 
in the shape of the Republic Bank 
Building, and ice cream molded into 
the shape of an enlarged replica of 
a $20 gold piece. 

Guests then adjourned to the near- 
by Fair Park Auditorium, for an 
evening of entertainment, with a 
star-studed program featuring top 
performers, with background music 
by Ted Weems and his orchestra. 
This was only a prelude to the dedi- 
cation. 


>In constant touch with weather- 
men, who furnished the bank with 
long-range forecasts months in 
advance of the opening, Republic 
officials eyed threatening weather 
apprehensively on the eve of the 
December 1 dedication. 

Following a program of entertain- 
ment featuring the same performers 
of the night before in Fair Park, in- 
cluding Bob Hope, opera star Mimi 
Benzell, Gordon MacRae and other 
stars of stage and screen, the new 
building was dedicated with impres- 
sive ceremony. 

There were dedicatory messages 
by President Florence, Chairman 
Karl Hoblitzelle, Dallas Mayor R. L. 
Thornton and Governor Allan Shiv- 
ers. 


>Then, in a sweeping, week-end 
operation which began at the close of 
business Saturday, Dec. 4, Republic 
moved from Main Street quarters it 
had occupied for a quarter century, 
into its new building. 

The following week-end, the Na- 
tional City Bank of Dallas moved in 
with Republic, completing a consoli- 
dation of the two banks which began 


Modern Message to Garcia . 


the previous September. 

In admiration of the way in which 
Republic’s planning had paid off, a 
visiting publisher from St. Louis was 
quite outspoken. 

“If we ever get into another war,” 
he said, “I just think they ought to 
move the Republic staff into the Pen- 
tagon .. . they’d really get the job 
done!” 44 
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0x60’ poster on 8th Ave. and 42nd St., won an 


audition with Perry Como for Irwin Luck after 18-year old aspiring songwriter had 
unsuccessfully tried many other methods of contacting the famous singer. 


Songwriter Gets “Break” 
Through Outdoor Poster 


“It pays to advertise on outdoor 
posters,” says General Outdoor Ad- 
vertising, and proves its claim with 
the case of Irwin Luck, 18-year-old 
aspiring song writer. 

A student at the University of Mi- 
ami, young Luck had been trying 
to get an audition with his idol, 
Perry Como, with absolutely no 
results. 

Finally, in desperation, the young 
songwriter invested all of his money 
—and some of his father’s—in a 
month’s rental of a 30x60’ General 
Outdoor painted bulletin located at 
8th Ave. and 42nd St., just a block 
from Times Square. 

Over the panel of the poster, he 
had the GOA painters write a mes- 
sage to Perry Como which told the 
famous singer of young Luck’s ad- 
miration for him and asked for a 
chance to meet him and perhaps sing 
one of the numbers the songwriter 
had written with Mr. Como in mind. 

Response to the poster, according 
to General Outdoor, was “immedi- 
ate and terrific!” Not only did the 
wire service, tv and radio shows, and 
newsreels pick up the story with 


great interest, but younz Luck won 
his heart’s desire. Perry Como, after 
finding out about the giant-sized, 
public letter to him, gave the aspir- 
ing songwriter an hour’s audition on 
April 19. 

If Mr. Luck’s “luck” holds, chances 
are the American public will one day 
hear Mr. Como sing one of his songs. 
In any case, it’s safe to say that one 
songwriter in this country is in com- 
plete agreement with the famous 
saying, “it pays to advertise.” 44 


Monaco Wedding Stamps 
Used by Direct Mail Man 


To accommodate some of his clients 
with “first mailings” commemorating 
the recent royal wedding, Edmund 
Shea, president, Shea Advertising, 
Boston, went to Monte Carlo, where 
he posted more than 35,000 of the 
“one day only” stamps issued by the 
Monaco government. 

The envelopes bearing the stamps 
had already been addressed. Typical 
clients who used Mr. Shea’s unusual 
“First Day Cover” service included 
Eversharp, Norton - Behr - Manning, 
Jones & Lamson, Simplex Time Re- 
corder and Miniature Precision Ball 
Bearings. 44 
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The Advertisement... 
Account executive and traf- 
fic man confer on Campbell 
V-8 ad. 


Final Step . . . After client 
approval, production de- 
partment orders type, en- 
gravings 


Control Starts . . . Traffic 
secretary types production 
order, card for traffic board. 


Resse’ . . . Account ex- = The Board .. . Card is 

cutive approves media, tv placed — board. Next step 

copy and all artwork. ; —setting up production 
F fe dates. 


Nerve Center .. . One of 
seven traffic control boards 
in NL&B Chicago office. 


Storyboard . . . Tv dates 
are set by tv department. 
They, too, will be pegged 
on board. 


Copy . . . Copy department 
sets completed copy date, 
which will be pegged on 


board. 
Art . . . Traffic and art set 


up dates for completed art, 
also to be pegged on board. 
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Traffic Control . . . Seven Produc-Trol boards with swivel hinges 
line traffic department wall at Needham, Louis & Brorby, Chicago 


agency. The boards tell at a glance all phases of advertising pro- 
duction jobs ‘’in the works.” 


gency Lroduction Control 


By Bert Enos 
AR Managing Editor 


The traffic control system at Need- 
ham, Louis & Brorby’s Chicago agen- 
cy may be likened to the human 
circulatory system, with the traffic 
control board the heart. 

The traffic control system itself is 
embodied in “38 Steps’—popular des- 
ignation for a manual, “38 Steps in 
Preparing an Advertisement at 
Needham, Louis & Brorby,” which is 
handed to every new traffic depart- 
ment employe. 

The “heart” of the system — the 
control board —in NL&B’s Chicago 
office actually is seven Produc-Trol 
boards, manufactured by Wassell Or- 
ganization Inc., Westport, Conn. 

On these boards is listed every ad 
that is being processed by the agen- 
cy, with dates established for copy, 
artwork, layout, radio and tv pro- 
duction, type and engravings. 


>The seven boards are hung on 
swivel hangers from one section of 
the wall in the agency’s traffic de- 
partment. Measuring 3’3”x3’7”, the 
boards include a section on the left 


How one large national advertising agency keeps 


close tabs on all phases of production— 


for holding a series of 534x8” cards. 
Each card is for an account listed 
on the particular board, and the 
cards overlap so that the client 
names show as reference points. 

Among other information, each 
card lists client, subject of ad, per- 
tinent data, copy, layout, revised 
copy and layout, finished and revised 
art, proofreader, copy o.k., final art, 
type proof, complete proof, size, color 
and purchase order number. 

The remainder of each board is a 
grid, divided vertically into days of 
the month, with a series of peg holes, 
one under each day, running hori- 
zontally across the board from each 
of the client cards. 

Next to each client card and be- 
tween it and the grid section of the 
board is a peg on the end of a piece 
of string attached to a reel behind 
the board. 


> When a job is originated on the 
board, the peg and string are moved 
horizontally across the board to the 
origination date. Production deadline 
dates are shown by colored pegs 
placed farther along on the board 


and a glimpse at agency facilities. 


under the appropriate date and 
against the client name. 

For example, blue pegs are for 
copy, pink for layout, brown for art 
and markup, yellow for client o.k., 


Inner Reception Room . Here persons 
who have business with either Mr. Need- 
ham, Mr. Louis or Mr. Brorby are received 
in quiet, dignified surroundings. Shown is 
Gordon Rothrock, agency account execu- 
tive. 
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38 Steps in Preparing an Ad 


The following material, called “38 
Steps in Preparing an Advertisement 
at Needham, Louis & Brorby,” is the 
traffic man’s “Bible” at the national 
agency. A copy is given each new traf- 
fic department employe, with instruc- 
tions to study and familiarize himself 
with it. 


Writer receives production order 
requesting copy. 


Rough copy is written by writer. 


Writer secures account executive's 
initialed approval on rough copy. 


Rough copy is typed in final form 
by copy typist. 


Retyped copy is proofread against 
writer's rough copy and art depart- 
ment carbon is given to traffic. 


Traffic man gives art department 
carbon to artist and requests lay- 
out by a specific date. 


Layout is completed by artist. 


Estimate is made of art cost by art- 
ist and turned over to art depart- 
ment secretary with layout. 


Layout is identified by art depart- 
ment secretary. 


Copy, layout and estimate are given 
to traffic for task force o.k. 


Layout is proofread against copy 
and returned to traffic. 


square green for tv, square red for 
radio and square green and pink to- 
gether for color storyboard. 

A vertical string runs from top to 
bottom of the board, and this is 
moved each day to correspond with 
the date—thus, a glance at the board 
shows when a client job originated, 
when a particular phase of it is due, 
today’s date and whether the job is 
on time or behind schedule. 


>In addition to the traffic control 
boards, which are readily accessible 
to all agency personnel, the traffic 
department prepares a daily “Visual 
Copy Daily Due List,” which shows 
each phase of each job in process, 
due dates, days over, writer or artist, 
and which is circulated among the 
contact, creative and production 
groups. 

In addition, “Weekly Due Lists” 
for copy, art, radio copy, tv copy, tv 
storyboards and client o.k.’s are cir- 
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12. Production department figures me- 
chanical costs and commission on 
estimate and types in set of four. 


Layout gets writer's approval. 


Layout is shown to account execu- 
tive for initialed approval. 


Client copy, estimate, and layout 
are given to account executive for 
submittal to client. 


Account executive gets client ap- 
proval of copy, layout and estimate 
and returns them to traffic. 


Printer’'s copy is prepared from cli- 
ent o.k. copy by proofreading. 


Traffic gives printer's copy and 
o.k.'d layout to artist for finished art 
and type mark-up. 


Artwork and marked-up “printer's 
copy” given to art department sec- 
retary when completed. 


Art department secretary secures 
whatever old art is needed from 
art files. 


Art department secretary identifies 
the art and makes permanent card 
record for file. 


Complete art is given to traffic for 
task force o.k. 


Proofreader checks artwork against 


client o.k.'d copy and layout and 
initials it. 


Art is shown writer for approval. 


culated. These summarize work 
which will come due during the week 
to follow. 

The agency itself occupies three of 
the upper floors of Chicago’s new 
Prudential Building, with some 60,- 
000 square feet of floor space to ac- 
commodate its 285 employes. 

The three floors have been divided 
into three groups, according to the 
type of work done on each. Thus, the 
38th floor is designated “headquar- 
ters,” and here are executive offices, 
account executives and the market- 
ing department. 


>The 37th floor is the “creative” 
center of the agency, with copy, art 
and tv-radio departments dividing 
the space with production and traffic 
groups. 

The 36th floor is for “operations,” 
and houses media, research, public 
relations and publicity, accounting, 
management and personnel, treas- 


25. Art is shown account executive for 
initialed approval. 


Complete art is given to account 
executive for submittal to client. 


Approved art is returned to traffic 
by account executive. 


Traffic gives client o.k.'d layout, art 
and marked-up printer’s copy to 
production. 


Production orders plate and type 
matter through suppliers. 


Complete ad proof is returned to 
production and given to traffic for 
task force o.k. 


Complete ad proof is proofread 
against client o.k. 


Complete proof is shown art de- 
partment for initialed approval. 


Complete proof is shown copy de 
partment for initialed approval. 


Complete proof is shown account 
executive for initialed approval. 


Complete proof is submitted by ac 
count executive to client for ini- 
tialed approval. 


Client o.k.’s proof for release. 


Production department orders elec- 


trotyper to release plates to publi- 
cation. 


Media department sends out space 
order with a proof attached. 


urer’s office, mail room, file room and 
research library. 

Interesting among the agency fa- 
cilities are: 


e The 25-seat tv theater .. . around 
which are grouped the offices of the 
radio-tv department. The theater is 
narrower at the screen end than at 
the projection end for better acous- 
tics. Chairs in the room are movable 
and may be stored in closets off the 
theater when not needed. The equip- 
ment for the theater includes a per- 
manent wall-mounted projection 
screen, which may be covered by 
curtains when not in use, color and 
black and white tv sets and a rear 
projection screen for viewing kine- 
scopes. 


e The traffic department . . . which 
includes the traffic control boards de- 
scribed earlier in this article. 


e The art department .. . which in- 





Artist’s Taboret . . . Each art room is fur- 
nished with one of these taborets, de- 
signed by a member of the agency’s art 
department. Note the large drawer for 


supplies and the wide, clean working sur- 
face. 


cludes 20 individual offices, a large 
paste-up room and a 12-chair con- 
ference room. Interesting here are 
individual taborets in each “studio,” 
which were designed by Jack Kies, 
agency vice-president and executive 
art director. Designed for efficiency 
and ease of work by the artists, the 
taborets provide ample and efficient 
working surface and storage space 
for a multitude of supplies. 


e The research department ... which 
includes 15 offices, the agency’s cen- 
tral file room and library and stock 
room. 


e The storage room ... On the third 
floor, the storage room is convenient- 
ly located and even more conven- 
iently designed to hold over-size and 
odd-shaped pieces of original art, 
layouts, etc. Various size cabinets in 
the storage room hold even the most 
cumbersome layouts. 


Over-size Storage Space . . . There’s no 
fumbling with over-sized layouts at 
NL&GB. The agency has provided storage 
space designed to accommodate odd-sized 
pieces of art. Here agency secretary Jean- 
ette Peek files away some cumbersome 
layouts. 


The 38th floor includes the offices 
of Maurice H. Needham, John J. 
Louis and Melvin Brorby. The offices 
of the three executives open onto an 
inner reception room furnished with 
traditional furniture and a collection 
of prints of early Chicago scenes. 

On this floor also is a conference 
room for smaller meetings. The con- 
ference room includes a cork-cov- 
ered wall for easy hanging of visual 
material and a blackboard-covered 
wall. 


Other agency facilities include a 
large duplicating room, a three room 
suite for the telephone service staff, 
a room for switchboard equipment 
and a lounge for the telephone 
switchboard staff, to say nothing of 
copy offices, radio-tv rooms, recep- 
tion rooms—one on each floor—and 
all the other facilities necessary for 
a modern large-scale advertising 
agency. 

Coordinator of planning for the 
agency’s new quarters —and this is 
nice work if you can get it — was Mrs. 
Maurice H. Needham, who has super- 
vised agency interior decoration 
since the founding of the Maurice H. 
Needham Co. back in 1925. 44 


International Effort 


Direct Mail Is Result 
Of Round-the-World Trip 


When Sadie Feika, head of Feika 
Imports Inc., Chicago, one of the 
country’s leading importers of pic- 
tures, art objects and antiques, 
planned a round-the-world trip early 
this year for the purpose of re-estab- 
lishing contacts with many of her for- 
eign suppliers, she decided to take 
advantage of the unique promotional 
opportunities which the trip afforded. 

Having been in the Orient and Eu- 
rope many times before, she arranged 
in advance to make direct mailings 
from abroad with promotion mate- 
rial characteristic of the countries 
whose postmarks would be used. This 
is slightly different from the method 
often employed of having foreign 
mailers post direct mail from their 
countries in behalf of American ad- 
vertisers. 


>First of all Miss Feika ordered 
Oriental woodblock prints, to be 
mailed from Japan and India, from 
Y. Yasuda, Kyoto, Japan, with whom 
she had had many previous dealings. 
The handsome illustrations, obvious- 
ly Oriental in feeling, were tipped on 
folded cards, and on the inside pages 
Miss Feika reproduced a handwrit- 
ten message from herself and her 
associate on the trip, Mrs. Naomi 
Northam, apprising customers and 


Foreign Mailings . . . Three examples of 
direct mail from abroad to customers 
prospects of Feika Imports, Chicago. All 
mailings were direct from the countries 
to the U. S. and all emphasized charac- 
teristics of the countries whose postmarks 
were used. 


prospects in the U. S. of their stay in 
the country of origin, and of the 
many interesting things they would 
have to show on their return. 

Each of these mailings went to their 
top 1,000 accounts, and the cards were 
printed and envelopes addressed be- 
fore the trip was started. This work 
was handled by Lenz Letter Service, 
Chicago, which also imported the 
picture postcard mailed from Flor- 
ence, Italy. 

The first mailing was from Kyoto, 
the next from Delhi, India, with the 
final message coming from Florence. 

The trip, which occupied seven 
weeks, was made entirely by air, and 
covered 35,000 miles. Countries vis- 
ited were Japan, Hong Kong, India, 
Siam, Israel, Cyprus, Italy and Eng- 
land. 


> By the time Miss Feika and Mrs. 
Northam returned to Chicago, they 
found many expressions of apprecia- 
tion from buyers who had received 
the direct mail pieces, and who re- 
garded them as a very personal ex- 
pression of interest on the part of the 
round-the-world travelers. 

While the three separate mailings 
represented some bulk in the trav- 
elers’ baggage, they felt that the im- 
pact of the on-the-ground direct mail 
effort, while the trip was actually in 
progress, was worth the trouble in- 
volved in its execution. 

Many of the articles purchased on 
the trip will be on display in the 
showrooms of Feika Imports Inc., in 
Chicago, Grand Rapids and New 
York during the midsummer furni- 
ture and gift shows, and Miss Feika 
is sure that buyers whose interest 
was aroused by the foreign mailings 
will be among the most interested 
visitors. 44 
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white tie 
and SALES 


Here is manpower motivation READY TO GO TO WORK FOR 
YOU—glamour in a workshirt—fits your sales goals like a glove. 
It's Belnap & Thompson's big, new 1957 Deluxe Prize Book... 
a white-tie approach to your salesmen that makes them eager to 
trade extra sales effort for merchandise prizes. 


Packed into this Prize Book is the incentive power of more than 
1700 universally-wanted, nationally-advertised items—prizes your 
men have always wanted! Planned for the entire family it’s your 
most effective tool for building sales. This B & T Prize Book, 
coupled with B & T Services, are your finest tools to power your 
next sales incentive campaign. 


Just clip this to your company 
letterhead and mail today for 
your FREE B &T Prize Book. 


+ Chicago 3, Illinois 


=) aap Than, Be, 


A COMPLETE INCENTIVE SERVICE + 21 OFFICES COAST TO COAST 
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By keeping public interest at a high 
pitch while giving dealers an edge in 
the competitive new car market, 
Dodge's publicity department 
squeezed full value out of its “Dodge 


for Life” contest -a case history 


report. 


A contest isn’t over 
when the winners are picked 


By Phil Seitz 
AR Los Angeles Correspondent 


When Dodge Division, Chrysler 
Corp. announced 1956 models earlier 
than usual in 1955, a “big idea” was 
sought to keep Dodge in the spotlight 
of public attention that is usually 
surrendered to competing makes as 
new models are unveiled. 

The “big idea” was a “Dodge For 
Life” contest, conceived and exe- 
cuted by Jack W. Minor, Dodge ad- 
vertising director, and Grant Adver- 
tising, Inc. It was felt that while an 
automobile is by no means a small 
prize, such prizes are not uncommon. 
But the offering of a “Dodge For 
Life” has many inherent promotional 
and publicity values to attract pub- 
lic interest. 

The contest was set up in coopera- 
tion with the accident prevention 
program of the National Safety 
Council. Entrants were required to 
get entry blanks from Dodge dealers 
and turn in a safety slogan of from 
three to 10 words. The contest was 
announced on Oct. 7 with deadline 
for entries being Nov. 28. 


> As set up, it was planned to fly the 
writers of the four best slogans to 
Hollywood each week for four 
weeks. Three of the four were to ap- 
pear in an elimination quiz on the 
ABC-TV “Lawrence Welk” show. 
The fourth served as an alternate. 

The on-the-air quiz was made up 
of questions prepared by the Na- 
tional Safety Council. Each week’s 
winner was given the prize of a new 
Dodge car every year as long as he 
lives. The two runner-ups were 
given a 1956 Dodge hardtop. The 
alternate got a trip to Hollywood. 

Originally, the contest was to have 
run four weeks, on the Welk shows 
of Nov. 12, 19, 26 and Dec. 3. How- 
ever, response was so great, and the 
dealer reaction so favorable, the con- 
test was extended for three weeks— 
Dec. 10, 17 and 24. 

The reason for favorable dealer 
reaction was not hard to find. They 
gave out a total of more than 
5,000,000 entry blanks, an average 
of approximately 1,000 per dealer. 
Public interest was obviously build- 
ing and reaching a peak by the end 
of the third week. And, on a more 


practical note, sales during the third 
week were 308% greater than the 
comparable week the year previous. 


> An important factor in the decision 
to extend the contest three weeks to 
take advantage of the obviously 
growing public interest was the fact 
that the advertising and promotion 
of the contest had already paid off. 
In terms of the over-all promotion, 
the three-week extension repre- 
sented a relatively small added cost. 

A strong advertising campaign 
supported the contest. It included 
newspaper ads in a record number 
of daily and weekly newspapers. The 
heaviest spot radio campaign in 
Dodge history was used. Television 
spots were used on Danny Thomas’ 
‘‘Make Room For Daddy,’ Bert 
Parks’ “Break the Bank,” the “Law- 
rence Welk Show,” all on ABC-TV, 
and the “Shower of Stars” and “Cli- 
max,’ on CBS-TV. 

The nature of the top prize each 
week placed a strong priority of im- 
portance upon the handling of all 
contestants. In most contests, what- 
ever the prize, the contestant takes 
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NEW SADDLE STAPLER 
FOR DUMMY WORK 


This rugged, compact machine makes sad- 
dle stapling of dummies quick and easy. 
No need to interrupt the work on your 
stitcher or to wait until it is free. 

Handles jobs of 8 to 128 pages with width 
up to 12 inches. Uses same staples as your 
B8 office stapler. Ask your stationer, phone 
your local Bostitch representative, or write. 


BOSTITCH 
338 Mechanic St. @ Westerly, R. I. 


. . for more details circle 765, page 105 


“Palette Patter’ keeps 
you posted on the latest 
and best in artist materials 
and equipment. Get your 
copy. Write to— 


Dept. AR-6 


OY ee) a 8 Oe et 
6408 WOODWARD AVE 
DETROIT 2. MICH 


| 


Every adman knows what they 
are—the times when all the 
new production, promotion, and 
merchandising ideas seem a 
little tired. While ADVERTISING 
REQUIREMENTS isn’t the pan- 
acea for all advertising ills, 
this much is sure: there'll be 
fewer dog days and positively 
no tired ideas if you read AR 
regularly! To keep well in- 
formed, subscribe now without 
delay. Your monthly copy will 
be delivered to either your 
home or office address, which- 


ever you prefer. 


MADVERTISING 
REQUIREMENTS 


200 E. ILLINOIS ST. © CHICAGO 11, ILL. 
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Who'll Win the Dodge? . . 
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. Contestants on ‘Dodge for Life’’ show express varied 


emotions as they battle it out for a new car every year for the rest of their lives. Com- 
pany did everything possible before the show to put contestants at ease. 


his prize home, and that’s the end 
of it. But when the prize is a “Dodge 
for Life,” in effect Dodge and its rep- 
resentatives will be associated with 
the seven weekly winners for the 
rest of their lives. 


> Publicity values will also extend 
over the same period. For example, 
there can be stories each year when 
the winners get their new car. An- 
other example: One winner, 34 years 
of age, will receive 30 new Dodges 
based on his life expectancy. This 
makes an interesting story possibil- 
ity—what changes will occur in auto- 
mobiles in the next 30 years? What 
will the 30th car be like? How much 
will it cost? 

Since most stories will require the 
cooperation of the seven winners, it 
is felt their willingness to cooperate 
will depend on their attitude toward 
Dodge and its agency. This fact 
placed a premium on sending con- 
testants and winners “away happy” 
and enthusiastic boosters for Dodge. 

Of importance, too, was the fact 
that while one contestant won a 
“Dodge For Life” each week, and 
two others won 1956 Dodges, there 
was also an alternate who got noth- 
ing but the trip and, potentially, a 
gripe from the fact he “almost” was 
a winner. This gave urgency to mak- 
ing the Hollywood trip as pleasant 
and memorable as possible for all 
concerned. 


> The first contact with the contest- 


ants was made by the Burns Detec- 
tive Agency, which checked the four 
contestants whose slogans were 
chosen each week by the contest 
judging organization, Reuben H. 
Donnelley Co. 

In an interview, Burns representa- 
tives explained to each contestant 
that they might be one of the four 
chosen for a specific week, and got 
signed releases for use of their names 
in all forms of publicity in connec- 
tion with the contest. At the same 
time the Burns representative sized 
up the contestant as to suitability for 
appearing on the Welk program, 
checked to determine that he was 
not a contest “pro,” and his willing- 
ness or ability to make the trip to 
Hollywood. 

Following this, Burns and Don- 
nelley jointly recommended which 
three should appear on the program, 
and who should be the alternate. 

When informed of these recom- 
mendations, a representative from 
the Grant Advertising offices near- 
est the home of the chosen contest- 
ants gave official notification of their 
selection, and interviewed them for 
information to be used in pre- 
appearance publicity. 


>This information was sent to the 
Hollywood office of Grant Advertis- 
ing, which headed up publicity for 
the contest under direction of Paul 
L. Bradley, v.p. in charge of west 
coast operation, and Bill Brown, 
public relations director. All pub- 





“Proud Pops” . . . Big smiles over huge 
success of Dodge’s contest belong to (left 
to right), Eddie Sobol, show producer; 
John Gaunt, vice president Grant Adv.; 
and Jack W. Minor, Dodge adv. director. 


licity stories were written in Holly- 
wood, although Grant Advertising 
offices handled planting of releases 
concerning contestants from their 
area. 

Transportation of contestants and 
their wives (husbands), and the 
dealers supplying them their entry 
blank and their wives, was arranged 
by the local Grant Advertising of- 
fices. The Hollywood office was in- 
formed of arrival times, and one of 
the four public relations men as- 
signed to the contest met all arrivals. 

The public relations men, all driv- 
ing Dodges, were the constant com- 
panions of the contestants, and took 
them everywhere they went while 
in Hollywood. This was a reflection 
of the objective of keeping contest- 
ants happy, and the belief the public 
relations men were best qualified to 
do so. 


> Contestants arrived by plane any- 
where from 11 p.m. Thursday nights 
to 5 a.m. Friday morning, depending 
on airline service from their home 
town. This was the latest possible 
time for them to arrive without miss- 
ing any of the necessary prelimi- 
naries to their appearances on the 
show Saturday night. 

Contestants were scheduled out by 
plane on Sunday. The objective was 
to have the contestants in Hollywood 
for a minimum time for several rea- 
sons: 


1. The convenience of contestants in 
that they would be away from their 
jobs and families as short a time as 
possible. 


2. To permit the handling of con- 
testants by Grant personnel without 


too much interference with their 
duties in planting publicity. 


3. Economy. 


All 16 persons—four contestants 
with husband or wife, and an equal 
number of dealer representatives— 
were housed at the Statler Hotel in 
Los Angeles. This was a “deal,” with 
the Statler getting paid off in plugs 
on the show. 

The contestants and dealers were 
brought to a meeting on Friday 
afternoon and given a complete dis- 
cussion of the program planned for 
them while in Hollywood. They were 
told that they represented the “cast” 
for the Welk show, so it was impor- 
tant for them to follow schedules 
and be on time for all events. 


>After this, they were taken to 
ABC-TV where the Welk program 
originates. There they were intro- 
duced to Lawrence Welk, the emcee 
for their program, and other execu- 
tives on the show. Bert Parks of 
“Break the Bank” was emcee for the 
four programs originally planned. 
However, since this called for his 
commuting from New York, he 
begged off from the three added pro- 
grams. Danny Thomas handled two 
of these, and Lou Crosby one. 

At this time the objective was to 
familiarize the contestants with the 
working of a telecast to give them 
a sense of ease in strange surround- 
ings. This was followed by a walk- 
through of the program to show the 
contestants how it would go, and to 
line up commercial credits. Dummy 
questions were asked so contestants 
could get the feel of the program. 

Everyone was then driven back to 
the hotel, given time to clean up, 
then taken to a champagne dinner at 
the Coconut Grove in the Ambassa- 
dor Hotel. After viewing the floor 
show, the group was taken on a short 
tour of points of interest around Hol- 
lywood. Then back to the hotel for 
the night. 


>Saturday morning the group was 
picked up at 11 a.m. and brought to 
ABC-TV for rehearsal. This time the 
Welk band took part. Show timing 
was checked and tightened where 
necessary. 

A dress rehearsal was held at 4 
p.m., running for an hour as does 
the actual program. After an hour of 
rest, the show went on the air at 
6 p.m. 

After the show, the group was 
taken on the town, returning to the 
hotel about midnight. For the first 
three weeks, the Saturday dinner 
was at the Santa Ynez Inn, with the 
group being taken afterward to the 
Aragon Ballroom, where Welk plays. 
Here Welk would interview the con- 
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\ imprinted 
with your message 
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at conventions 
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Ss Guaranteed by 
Good Housekeeping 
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WANT TO KNOW WHAT 
METAL SPECIALTIES 
CAN DO FOR YOU WITH 
PACKAGE DESIGN, GIFTS, 
SALES PROMOTIONS? 
Address your inquiries to 


METAL ARTS COMPANY 


Dept. 23 ° 742 Portland Ave. 
Rochester 21, N. Y. 
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PRESS CLIPPINGS 
News items, editorials, advertisements 
Make Authentic Records 


You can check results promptly and base 
decisions on accurate facts with service by 


? 


ESTABUSHED ess 
PRESS CLIPPING BUREAU 
BArcley 7-537! 
New York 7, N. Y. 


165 Church Street 
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Dishes up 

all the basic facts 
about major trades 
and industries 


Once you feast your eyes on 
IM’s Annual Market Data & 
Directory Number, June 
25th, you'll never worry again 
about getting basic facts 
about the major trades and 
industries in the U.S. and 
Canada. It’s all there — au- 
thentic, completely indexed. 
Yours as part of a trial of 
the IM service. One year in- 
cludes monthly copy of IM 
plus annual 556-page MD& 
DN—only $3. 


Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 
Enter my year’s trial for $3. 
My money back any time I’m 
not satisfied. 

NAME 

COMPANY____ 


STREET__ 


CITY 


STATE 
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testants on a weekly radio program 
he broadcasts from the ballroom. 
However, this did not always suit 
the contestants, and it did offer prob- 
lems of time and transportation. As 
a result, for the last four weeks, the 
group got its Saturday night dinner 
and entertainment in the Statler 
Hotel. 


>Since pictures played an impor- 
tant part in all publicity, the con- 
testants were photographed every- 
where they went... eating dinner, 
and with personalities in the show 
or present at the studio with Law- 
rence Welk, the emcee of the week, 
on stage, in the control booth, in 
the contestant booths on the pro- 
gram, in make-up, although it was 
not necessary on the show. When 
personalities appeared in the photo- 
graphs, they were autographed. 

Also, to be able to process the 
story immediately, during the first 
walk-through, each contestant was 
posed in a shot with the emcee as 
though he were the winner of the 
“Dodge For Life.” These pictures 
were then put with previously pre- 
pared publicity stories, complete 
with quotes from the “winner.” 
When the actual winner was named 
at 6:26 p.m. on the program, the 
story for that person was picked out 
and the others discarded. 

The story and the pictures were 
then taken immediately to the wire 
service offices of AP, UP and INS 
and the local metropolitans. Most of 
the time the contest was on was dur- 
ing the football season, which made 
it difficult to make the wires. How- 
ever, as a result of the immediate 
action, it was possible to get some- 
thing on every week. 


>As a follow-up, stories and pic- 
tures of winners were air mailed im- 
mediately to the local Grant office 
concerned, for planting at that end. 
This proved extremely productive 
and resulted in a high percentage of 
feature stories the Monday following. 


During the seven weeks, more 
than 100 requests for features were 
received from home-town news- 
papers. Many of these came through 
the wire services, and when supplied 
and sent, a good number were picked 
off by other papers along the way. 
Home-town newspaper interest was 
particularly strong in the South. 

All contestants received a com- 
plete set of the pictures taken of 
them. This too proved productive of 
stories in their locality when they 
returned home. It was learned that 
contestants were “celebrities” when 
they got home. From this came con- 
siderable radio and tv coverage and 
feature newspaper stories, some be- 


ing by-line articles by the contest- 
ants. 

During the seven weeks, much 
pre-appearance publicity was turned 
out for each contestant, based on the 
information gained in the initial in- 
terview by the Grant Advertising 
representative. This was planted in 
Southern California by the Holly- 
wood office, and in each locality by 
the nearest office. Other than on di- 
rect requests, wire services were 
given only stories on winners, in 
order not to wear out their welcome. 


>In all, 21 Dodge automobiles were 
given away during the Nov. 12 to 
Dec. 24 contests, and seven weekly 
winners had been awarded a new 
Dodge every year for the rest of 
their lives. 

Assessing the results, Mr. Minor 
said, “The contest paid off in added 
sales because it brought Dodge 
forcefully to the attention of the 
public—and kept it there. It paid off 
in good will for Dodge because of 
its traffic safety promotion. And it 
paid off in dealer relations during 
the contest period, a crucial time 
when other new car announcements 
were being made.” 

Another plus with continuing 
value to Dodge was the increase of 
rating on the Lawrence Welk show, 
which is relatively new on the net- 
works. When the contest started, the 
show had a Nielsen of about 17. This 
rating climbed steadily during the 
contest, winding up slightly higher 
than 29 on the last week, making the 
program the highest rated nationally 
on Saturday night, according to Bill 
Brown of Grant Advertising. 44 


Minute Man Line Adds 
Election Year Booklets 


Two election year promotion pieces 
have been published by The Minute 
Man Line, Boston. 

The Presidential Convention Rec- 
ord Book contains 24 pages devoted 
to the presidential conventions, in- 
cluding a complete history of the na- 
tional conventions, state-by-state 
roll call record pages for following 
the ballots, extra pages for local 
contests and other features. 

The Presidential Election Record 
Book also has 24 pages. Included is 
a complete list of presidents, mem- 
bership of the Senate and House of 
Representatives, history of the Elec- 
toral College and state-by-state rec- 
ord pages for following the vote. 

Both books are 538x8” with two- 
color covers. Prices, including cover 
imprints, range from 26¢ each in lots 
of 100 to 12¢ in 10,000 quantities. 

Additional details are available. 


For your copy circle No. 726 on the 
Readers’ Service Card inside back cover. 





It takes money and effort, but if 
you have dramatic products of his- 
torical interest, you can build a 
museum that will attract wide- 


spread notice and build company 


good will. ; 


Runni 


By Robert B. Konikow 


There is a wide interest in history 
and in historical objects, and if you 
can take advantage of this interest, 
you will find it a good, although not 
an easy, way to build public good 
will and to promote not only your 
company but your industry as well. 

A museum is one of the methods 
that meets this interest, but it must 
be entered into fully and with a 
substantial effort. It must be large 
enough right from the start to war- 
rant a visit, and it must be well 
enough done to make that visit worth 
while. Of all the company museums, 
probably none has been as successful 
as the Museum of Transportation, 
sponsored by the Baltimore and Ohio 
Railroad. 

Some 100,000 people, in the three 
years since its opening, have thrilled 
to the sight of the early locomotives 
on display in the roundhouse in an 
out-of-the-way section of Baltimore. 
What is more important, the attend- 
ance rate is growing steadily and 
satisfactorily. 
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Allll Aboooard . . . The Atlantic, 1832. Exhibits like this original locomotive keep 
visitors coming to the Baltimore G Ohio Museum of Transportation. 


> The B&O had a couple of points in 
its favor when it first decided to open 
a museum. In the first place, the his- 
tory of the company is, in a manner 
of speaking, the history of the entire 
industry, for the B&O was the first 
company to operate as a regular com- 
mon carrier. 

In addition, the public appeal of 
trains is not to be denied. Kids of all 
ages are fascinated by railroads and 
railroad lore, and especially by the 
old steam engines. Finally, the B&O 
had a fine collection built up during 
the years, even if it had been shown 
only sporadically to the public. 

The collection had started back in 
1893, when the B&O participated in 
the Chicago World’s Fair of that year. 
The entire system had been combed 
for rolling stock for that occasion, and 
some full-scale models had been 
newly-built to fill in the gaps. For 
many years the collection was 
dragged out only to participate in 
major expositions, including the 
B&O’s own centennial celebration in 
1927 at Halethorpe, near Baltimore. 


ng a Company Museum 


>Its pageant, “The Fair of the Iron 
Horse,” was seen by 1,250,000 people. 
At that time, some thought was given 
to turning one of the pavilions into 
a permanent exhibit, but the plan was 
dropped when a winter storm blew 
the roof down on the collection. Be- 
tween the infrequent appearances, 
the collection gathered dust in un- 
used roundhouses. 

While the proposal that the collec- 
tion should be given a permanent 
home, where people could view it at 
all times, was put forward from time 
to time, there was considerable re- 
sistance to acceptance of this as a 
company function. In 1953, a decision 
had to be made. The roundhouse 
which was then serving as the collec- 
tion’s home had been condemned, and 
a new place for it had to be found 
The board of directors agreed to the 
proposal of Robert Van Sant, then 
director of public relations, and 
turned over three buildings, still in 
active use, for the museum. 

The smallest of the three was of 
great historical interest in its own 
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. . More recent pieces of equipment for the museum include the A. ]. 
of 1888, the 1944 Shay No. 6 (center) presented to the Museum 


by Western Maryland, and an old wooden caboose that’s still open to the public. 


right, since it was the oldest passen- 
ger station in the world. The Mount 
Clare station had started selling 
tickets to the public back in 1830. The 
unique roundhouse, with 22 tracks, 
each 80’ long, was still in use as a re- 
pair shop for passenger and freight 
cars. A third building, which con- 
nected the other two, was to house 
smaller exhibits. 


> On July 2, 1953, the museum opened 
formally. The invitations, in true 1828 
style, set the tone for the ceremonies. 
Old-fashioned formals, folded with- 
out envelopes and sealed with red 
wax, they were addressed by hand in 
the fine line script of veteran telegra- 
phers. The highlight of the cere- 
monies, which were witnessed by 
railroad and civic dignitaries as well 
as by descendants of the original 
founders, was a pageant re-enacting 
the laying of the original “First 
Stone” of the railroad. Needless to 
say, the original stone was used, as 
was the actual spade from the first 
cornerstone laying in 1828. 

Ever since then, visitors have been 
coming to the museum, which is open 
from Tuesday to Saturday every 
week, except far holidays. An accu- 
rate count is kept of guests, both 
those who come as individuals and 
those who come as members of or- 
ganized groups. A register is kept on 
the desk in the waiting room, and al- 
though only about 15% of the visitors 
sign the book, there are names in it 
from all over the world. 

The museum is under the jurisdic- 
tion of the public relations depart- 
ment, headed by Joseph L. Stanton. 
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Lawrence W. Sagle, a member of Mr. 
Stanton’s staff, acts as curator, which, 
with related assignments, takes up 
all his time. This includes general su- 
pervision of the operation of the mu- 
seum, increasing and improving the 
collection, arranging for organized 
visits, cooperation with writers inter- 
ested in the museum or in railroads 
in general, and working, with those 
who want to use items from the mu- 
seum for other purposes. 


> While the collection was outstand- 
ing from the day it opened, it has 
never been considered finished, and 
there is constant change and im- 
provement going on. Originally 
everything on display had been ob- 
tained from the B&O, but as its repu- 
tation grew, the museum began to re- 
ceive donations from other railroads, 
which have helped to round out the 
collection. 

For example, the Jersey Central 
has presented the museum its famed 
#592, a camel-back locomotive built 
in 1904, which for many years held 
the Philadelphia-Jersey City speed 
record, and the Western Maryland 
contributed its gear-driven Shay, 
built in 1944 and already replaced by 
Diesels. As a visible sign of this in- 
dustry-wide cooperation, the walls of 
the roundhouse are lined with panels 
which hold a display of colorful 
plaques, the gifts of railroads from 
all over the world. 

The museum staff is kept low. 
There is a full-time custodian, Mr. 
Herman Oberender, a former engi- 
neer, who was brought up in the days 
of coal and steam. He can operate any 


of the locomotives in the collection, 
and has actually done so many times. 
He greets visitors, keeps count of at- 
tendance, answers questions, distrib- 
utes literature and serves as a guide 
to organized groups. During busy pe- 
riods, Mr. Sagle or other members of 
the PR staff help out as guides. 


> A staff of two handles the mainte- 
nance of the building and the collec- 
tion, doing such routine work as 
dusting, sweeping, glass-polishing 
and minor touch-ups. An additional 
staff member is a specialist assigned 
to the fine model train layout, han- 
dling both maintenance and opera- 
tion. He also takes care of a portable 
model layout that the B&O uses for 
outside promotion. For heavier main- 
tenance work around the museum, 
the regular staff of the railroad is, 
of course, called upon. 

No charge is made to the public for 
admission, and the expense of run- 
ning the museum is included within 
the regular PR budget. There is a 
small direct income from the sale of 
postcards and other souvenirs on the 
premises. More significant, however, 
is the contribution made by the mu- 
seum in encouraging rail travel by 
organized groups. 

Many kinds of organizations—serv- 
ice clubs, railroad fans, Cub Scouts, 
school classes—have arranged 
through their local B&O ticket agents 
for a trip to Baltimore by train, dur- 
ing which the visit to the museum is 
the high spot, although they also visit 
other Baltimore sights, such as Fort 
McHenry. Hardly a day goes by with- 
out a couple of school busses lined up 
outside the museum door, bringing 
children from kindergartens or high 
schools. So great is the universal ap- 
peal of railroading they all find some- 
thing which fascinates them. 


> While the big problems may seem 
more formidable, it is usually the 
little ones that are the hardest to 
solve. Handling literature is an ex- 
ample of this. The custodian has an 
assortment of printed matter stacked 
in the cubby holes of his roll-top 
desk. Some are leaflets prepared 
especially for the B&O, while others 
have been obtained from the Assn. of 
American Railroads. They vary in the 
age groups for which they are in- 
tended as well as the aspect of rail- 
roading they cover. When asked a 
question, the custodian selects the 
piece most suitable for the individual. 
But when there is a group of children 
visiting, and one of them is given a 
piece of literature, trouble starts. 
In a few minutes, the custodian 
will be besieged by children asking 
for a copy of the same leaflet, so that 
if you don’t watch out, you will end 
up by giving each child one copy of 
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How to capture company character on paper 


Because appearance creates an impression, your annual report's quality is 


SPECIFY 


vital. Frequently more time and effort go into producing the annual report 
than in any other printed piece the company does all vear long. [t must 


give stockholders and prospects a good indication of company character. 


The New England Electric System, to produce reputation on paper, 
specified Champion- International's CICO- Offset for their annual report. 
This standard of excellence in coated papers insured completely faithful 
color reproduction plus sharp detail for graphs and charts. 

You will find the name of the merchant nearest vou listed on the reverse 
side of this insert. Contact him for CICO swatch books and 


complete information. 


CICO-GLOSS CICO-FLEX C1CO-FOLD CICO-GRAPH ClCO-BRITI 
CICO-PRESS CICO-PRINI C1CO-OFFSET CICO-DLOSET ClCO-LITH 


CHAMPION-INTERNATIONAL CO. 
/ “Foous VOW, - Se ssieliatl 


MANUFACTURERS OF QUALIT ¥ COATED PAPERS 


‘ 
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these leading paper 


merchants can supply 


the standard of excellence 


ANDREWS PAPER co. MILTON PAPER CO., INC. 
160 North Washington St. Boston 14, Mass. 100 W. 22nd St.. New York 11. Nt. 
Richmond 2-2200 W Atkins 9-672 
ATLANTIC PAPER CO. MUDGE PAPER CO 


Public Ledger Bldg.., Philadelphia 6, Pa. 
LOmbard 3-1420 


MPANY 
501 Water St. Baltimore 2, Maryland 
LExington 9-7782 


BULKLEY DUNTON & CO., INC. PERKINS - GOODWIN co. 
95 Madison Ave., New York 17, N- Y. 50 Fifth Ave.. New York 17, N. ¥. 
MUrray Hill 9-0400 


MUrray Hill 8-1900 
CAPITAL PAPER co., INC. PROVIDENCE PAPER CO. 
106-110 Seventh Ave., New York 11,N. ¥ 


hota 160 Dorrance St.. Providence > ft. 
CHelsea 3.4980 


GAspee 1-7000 
JOHN CARTER & co., INC. ROYAL PAPER CORP. 
420-438 Rutherford’ Ny O10 Eleventh Ave., New York 1, N. ¥- 
Charlestown District, Boston 29, Mass. W Atkins 13.400 
CHarlestown 2-S000 


ERANKLIN-COWAN PAPER CO. STANFORD PAPER CO. 


310 Ellicott St. Buffalo, N.Y. 3001 Ye 668 Washington 18, D-" 
W Ashington 53954 ,Awrence 0-1 


GENESEE VALLEY PAPER CO. INC. TILESTON & HOLLINGSWORTH co. 
573 Lyell Ave.. Rochester 6, N. Y. , 211 Congress St.. Boston 10, Mass. 
Glenwood 3380 Liberty 2 3870 


HOBSON MILLER PAPER CO. VERMONT PAPER co., INC. 
280 Lafayette St.. New 7 ork, N. Y. 


144 8. Champlain >t. Burlington, Vt 
W Orth 6-0400 


Burlington 2-035 


KENNELLY PAPER CO., INC. DONALD WYMAN INC. 
501 Fifth Ave.. New York “7 i me E 683 Atlantic Ave., Boston 10, Mass 
MUrray Hill 2 1087 HAncock 6-6282 

Export Agent 


ELOF HANSSON, INC. 9() Kast 12nd St.. New York c7: Th. 3 V Anderbilt 66-1174 


Be Raia lye 
INTERNATIONAL CO- 
of OP 5 Mssachusedls 


be 


: ‘ 





THE FIRST STON! 
BALTIMORE AND OHIO RR 


Original Cornerstone . . 
of honor outside 
First Stone’ 


. Occupying place 
roundhouse, railroad’s 
played large part in Mu- 


seum’s Opening day ceremonies 


each leaflet, which can turn out to be 
rather expensive. While experience 
shows that very few of these give- 
aways end up on the floor, or even 
scattered on the sidewalks outside, 
there is some doubt as to the value of 
such liberal distribution. 

A partial solution to the problem 
has been to give each member of an 
organized group a single copy of one 
of the less expensive pieces, which he 
can keep as a souvenir of his visit and 
bring home to his family. Then the 
teacher or the group leader is given 
a complete kit, to be shared later. 
This is especially acceptable when 
you have a group of school children 
from one classroom. 


>A family group is somewhat more 
difficult to handle. Here the children 
are usually more varied in age, so 
there is more justification for giving 
out different leaflets to each, but the 
reasons for this apparent lack of par- 
tiality are rarely recognized by the 
adults, and almost never by the 
younger children who set up a loud 
demand. It is here that the demands 
of good will may become expensive. 

The registration book creates an- 
other problem. It would be well-nigh 
impossible to get 100°; cooperation 
in entering names, and no attempt is 
made to put it on anything but a vol- 
untary basis. Distinguished guests, 
however, are urged to sign and are 
always willing to comply. Others are 
asked to enter their names by a small 
notice placed near the register, and 
the column for remarks has often 
contained useful suggestions. 

The book is purposely kept on a 
high stand-up desk to cut down the 
number of juvenile entries, which 
tend to be either-facetious or terribly 





Wa 


LULL 


SUNIL 


Name : ar NAT NAME ALT GM GOVT 


COLOR 


alice TORY ives your proouct 
TMNT VRQ) 


Tel-A-Story is a lightweight, Portable 
Automatic Projector with a 156 sq. in. 
PICTURE SCREEN. Twelve 35mm or square 
2” x 2” transparencies permit automatic 
copy changes every six seconds in NATURAL 
COLOR. Economical to own and use. 

Ideal for any type product or service. 


PEPS UP POINT OF SALE I+ 
stops ‘em, shows ‘em, sells 
em. 


STIMULATES SALES MEETINGS 
Even those in the back of 
the room can see this dis- 


play! 


ATTRACTS CONVENTION 
CROWDS Many success sto- 
ries on file tell how Tel- 
A-Story stops ‘em, shows 
‘em, sells ‘em. 

WRITE DEPT, AR 3 for further 
information on your company 
letterhead. Indicate whether 
interested in point of sale, 
sales meetings or conventions 
and exhibits. 


TEL-A-STORY, INC. 


523 Main St. © Davenport, lowa 
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Your package and your product has 
only one life . . 





9 lives 


. the one time when you 
want immediate response at point-of-sale 
to create volume. 


Give your packaging a good life with 
monotone and full color cylinders from 


“Acme”... the finest for foil, cellophane 


- 5 
i paper and paper board products 
f Your inquiry will receive immediate attention 
Z acme gravure services,inc. 


1501 West Congress Street Chicago 7, Illinois 


# 


if it’s Quality — if it’s Delivery — it's acme Phone: CHesapeake 3-1377 
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Over-All View . . . While complete Mu- 
seum includes three buildings, entrance is 
through Mount Clare Station, which dates 
back to 1830 


space consuming! Some of the begin- 
ning writers, proud of their achieve- 
ment, have been known to take half 
a page for their entries. Usually the 
teacher is asked to sign for the group. 


> At first it was difficult to predict 
the variations in the number of vis- 
itors expected, to be used to plan for 
their reception. As experience has 
been gained, however, a more or less 
predictable pattern has developed, 
with both a weekly and a seasonal 
cycle. Outside events can still throw 
the pattern into a tizzy or impose an 
overriding influence, and are difficult 
to guess in advance. 

The staff still looks back upon Jan- 
uary 1955 with mixed emotions. That 
was the month the Cub Scouts had 
selected railroading as their national 
theme, and it seemed as if every Cub 
within miles converged on the mu- 
seum. The attendance that month 
topped 14,000, which turned out to be 
almost 25% of the entire year. The 
B&O has no objection to crowds, but 
its experience of a year and a half of 
operation had not prepared it for this 
deluge. 

Another detail of management, 
which isn’t as trivial or as amusing 
as it may sound, is the matter of toilet 
capacity. When a busload of children 
arrives, it isn’t at all surprising to 
find that the kids make a beeline for 
the toilets. The facilities must be 
planned to take care of peak capacity, 
even if a smaller number is sufficient 
for most occasions. The Saturday that 
3,000 people visited the museum, the 
staff is willing to swear that some of 
the visitors spent more time standing 
in line than in looking at the ex- 
hibits. Expansion of toilet facilities, 
however, has since been completed. 


>The existence of the museum has 
called the attention of many to the 
available equipment, and the railroad 
is glad to cooperate in worth while 
projects. Many locomotives and cars 
have visited around the country to 
help younger railroads celebrate an- 
niversaries. A number of television 
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shows have used B&O equipment. 
The famous race between Tom 
Thumb, an early locomotive, and the 
horse-drawn carriage was re-enacted 
for “Today,” while a color sequence 
for “Home” was televised live di- 
rectly from the roundhouse. Both 
“Wide, Wide World” and “Omnibus” 
have borrowed rolling stock to dram- 
atize stories about Lincoln. 

Hollywood has also used the facili- 
ties of the museum. Locomotives and 
other equipment have played impor- 
tant roles in many feature films, 
among which are the not-yet-re- 
leased “The Swan” and “The Great 
Locomotive Chase.” The first, an 
MGM picture starring Grace Kelly, 
used the A. J. Cromwell, built in 1888, 
but disguised it completely to look 
like a European train. 

The other picture, a Walt Disney 
production based on the famous An- 
drew’s Raids of the Civil War period, 
used the B&O’s Wm. Mason, built in 
1856, to play the part of the hero of 
the story, the General. Peculiarly 
enough, the General is still in exist- 
ence, in a place of honor in Nashville’s 
railroad station, but Disney found it 
better to apply make-up to the Mason 
than to bring the true General back 
to operating condition. 


>A museum, if it is to be successful, 
must never become a mere depository 
for unwanted items. It must con- 
stantly grow and change. It must start 
out with a basically good collection, 
but its curator must be aware of what 
is needed for improvement, both in 
the items it contains and in the man- 
ner of presentation. Wherever possi- 
ble, the exhibits should permit audi- 
ence participation, even if it is of the 
most simple kind. 

One of the most popular displays 
at the B&O museum, for example, is 
a large-scale model of a bascule 
bridge, which slowly raises when 
somebody pushes a button, and then 
lowers again. To introduce more ani- 
mation, some of the older locomotives 
have been jacked up slightly, so that 
an auxiliary motor can work the 
mechanism. 

People love to stand around, for 


Model Railroad . . . Over-all view of BGO 
molded railroad set up in company mu- 
seum. Trains are controlled by engineer 
who operates board from panel. 


Company Museums 


A partial list of other companies which 
operate company museums includes the 
following: 


Towle Mfg. Co. 

Cincinnati Milling Machine Co. 

Ford Motor Co. 

Bell System, American Telephone & 
Telegraph Co. 

Western Union Telegraph Co. 

Radio Corp. of America 

Schenley Industries Inc. 

Hallmark Greeting Card Co. 

Colt’s Mfg. Co. 

Cluett, Peabody & Co. 

H. J. Heinz Co. 

Worcester Pressed Steel Co. 

New York Times 

Chase-Manhattan Bank 

Home Insurance Co. of New York 

Underwood Corp. 

Corning Glass Works 


what seems an indefinite period, 
watching the old mechanical linkages. 
Even such passive audience partici- 
pation as walking through an old car 
is helpful in building identification. 
A number of passenger cars and an 
old caboose are open to the public, 
and hardly anybody turns down the 
invitation. 


> Another preference of audiences, 
according to Mr. Sagle, is for the real 
item and the big one. One showcase, 
attractively arranged and well lit, 
contains specimens of early tickets, 
stock certificates and announcements. 
It may be of great interest to com- 
pany officials and to a few specialists, 
but most visitors walk by it with 
hardly more than a passing glance. 

For those companies and industries 
which have material of deep public 
interest and are willing to make the 
investment to display it properly, a 
museum can be an extremely effec- 
tive way to build public good will and 
understanding, as it has proved to be 
for the Baltimore and Ohio Railroad. 


Sales Equipment Fair 
Set for June 4-6 


The Sales Equipment Fair, to he 
held in conjunction with National 
Sales Executives Inc. 21st Interna- 
tional Distribution Congress, will 
open June 4 in Chicago and continue 
through June 6. 

More than 100 exhibitors will show 
their products to marketing execu- 
tives, who will comprise the major 
portion of viewers. The show is not 
open to the public. ee 
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Outstanding quality in anything made 
by man doesn’t just grow like flowers. 
The striking costume and the fine 
catalog that sells it, both require 
deliberate, experienced planning. 

For your next job, get the full benefit 
of your halftones, within your budget, 
by using brush-coated papers 

from Cantine’s. Ask your merchant 
for the latest Cantine samples. 


Photo by Leonard Seiken 


le Nef brush~coated papers 


LETTERPRESS: Hi-Arts Ashokan M-C Folding Book M.-C Folding THE MARTIN CANTINE COMPANY 
Cover Zena Catskill Velvetone Softone Esopus Tints Esopus 
Postcard 


Specialists in Coated Paper since 1888 
Saugerties, N. Y. and New York City 
OFFSET-LITHO: Hi-Arts Litho C.1S.  Zenagloss C.28. Zenagloss Cover In San Francisco and Los Angeles: 
C.28.  Lithogloss C.1S. Catskill Litho C.1S. Catskill Offset C.2S. Esopus Wylie & Davis 

Postcard C.2S. Esopus Tints 
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““Quick, the riot squad! ’’ 


w High costs got you disturbing the peace? If printing 
costs are one cause, here are a few arresting thoughts. 
The cost of paper is over 25 per cent of the average 
printing bill. Consolidated Enamel Printing Papers 
cost less than other enamel papers of equal quality. 

It’s the result of Consolidated pioneering a modern 
papermaking method that eliminates several costly 
manufacturing steps. You save, yet quality remains 
the finest! 

SEE FOR FREE! Whether it happens to be a catalog, 
broadside or any other quality printed material, 
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Consolidated Enamels can save you money, without 
sacrificing quality. And your Consolidated Paper 
Merchant is the only one who offers these savings. 
Contact him today for complete facts and free trial 
sheets to make your own test run, or write us direct. 


ENAMEL PRINTING PAPERS 


production gloss * modern gloss « flash gloss 


productolith * consolith gloss * consolith opaque 
Consolidated Water Power & Paper Co. © Sales Offices: 135 S. LaSalle Street © Chicago 3, Illinois 
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Magic Circle . . 


. Die-cut hole in Our Smallest Servants reveals full-color replica of 


growing mold, glued to inside back cover and visible throughout. 


How a booklet about fermentation 
molds captured a wide audience 
through dramatic use of die cut- 


ting and paper stock. 


Dramatic Die Cut 


Captures Readers for Pfizer 


By Margaret Reynolds 
AR Associate Editor 


What does a penicillin mold look 
like? 

Several thousand Americans who 
have never been inside a laboratory 
could probably answer that question 
and, if necessary, make a rough 
sketch. They’re not likely to forget 
the four-color facsimile of Penicil- 
lium chrysogenum that popped out 
of every page of Our Smallest Serv- 
ants, a popular book on fermenta- 
tion published by Chas. Pfizer and 
Co., Brooklyn, N. Y., this winter. 
Three printings have brought the 
total number of copies to 210,000, 
and individual requests continue to 
pour in. 


What made the book a standout 
even in the usually impressive field 
of pharmaceutical publications was 
its daring use of die-cut pages and 
front cover, tip-ons, alternating let- 
terpress and offset signatures, and 
two different paper stocks. 

Making liberal use of color, the 
book is illustrated with prints, pho- 
tographs, drawings and diagrams. 
The original edition of 110,000 was 
casebound, with signatures sewn to- 
gether and collated to end papers. A 
tip-on, signed by John E. McKeen, 
company president, was mailed with 
this edition. Second and third print- 
ings, following rapidly in response 
to public demand, made a change- 
over to soft covers and saddle stitch- 
ing. 


> Says M. Meltzer, Pfizer’s assistant 
director of public relations, “We con- 


ceived the book as a means of devel- 
oping greater public consciousness of 
fermentation chemistry. We wanted 
to point up its important contribu- 
tions to human welfare.” 

In quest of a symbol that would 
dramatize the role of molds in fer- 
mentation, the company hit upon a 
cut-out of a penicillin mold. Using 
a technique long familiar in chil- 
dren’s books, designer Axel Horn 
mounted a full-color reproduction 
on boards, die-cut a circular hole 
through the cover and text and then 
glued the mold-dise to the inside 
back cover. 

The results? Each page has a sec- 
tion in full color, and the importance 
of molds is stamped in the reader’s 
mind as he turns the pages 


>The simulated mold, almost 14” 
thick, was printed on Champion 


Paper e 45 
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Kromekote stock, then varnished. 
“Greatest problem in production 
arose in deciding the size of the el- 
lipse and its proper placement on the 
inside back cover,” says Ruth Col- 
lins of Editorial Projects Inc., New~ 
York, which handled production of 
the book. She points out that the 
mount is slightly off center to pre- 
vent the pages of the book from 
catching on it as they are turned. 
In both the casebound and saddle- 
stitched editions the pages lie flat 
to give full visibility to the mold. 

Tauber’s Bookbindery, New York, 
performed the die-cutting, then used 
a special glue on the mount to in- 
sure its.adhesion to the book. To 
prevent smudging and finger marks, 
the front and back covers were var- 
nished. However, varnish was ap- 
plied only to the inked areas, since 
it would have dulled the whiteness 
of the background. 

Letterpress printing was selected 
for the section which describes the 
manufacturing processes of fermen- 
tation chemistry. All full-color pho- 
tographs are included in this section, 
plus numerous black-and-white 
halftones. Paper stock for this sig- 
nature was 80 lb. Warren Lustro 
Gloss. 


>“The book was planned from the 
start,” says Ralph E. Shikes of Edi- 
torial Projects, “so that the ‘how’ of 
fermentation chemistry would fall 
naturally in the middle of the narra- 
tive, allowing us to bind the letter- 
press signature into the center of the 
book. 

“On the other hand, the artwork, 
prints and duotones used in the rest 
of the book seemed to be better 
suited for reproduction by offset.” 
These sections were printed on 80 
lb. Hamilton Vellum. 

Eastern Colortype, Clifton, N. J., 
was responsible for the offset print- 
ing, and Charles Francis Press, New 
York, did the letterpress. 

Front and back covers feature an 
over-all monochromatic pattern of 
Petri dishes used for mold cultures. 
The inside front cover, with its re- 
production of Spanish cave drawings 
against a black background, was 
sized to hold down the black, since 
a dull effect was desired. The sizing 
also prevents smears and scratches 
and keeps the black from rubbing off 
onto the opposite page. 


> Pfizer is frankly delighted with the 
wide play Our Smallest Servants has 
received. “Distribution has been uni- 
versal,” reports Mr. Meltzer. “Pub- 
lic, school and college libraries, 
department heads of colleges in engi- 
neering and all physical sciences, 
company customers, heads of most 
chemical and pharmaceutical com- 


panies, newspaper and magazine edi- 
tors, opinion leaders in plant com- 
munities and states” have eagerly 
requested the book. 

Schools and colleges especially 
have found the book very useful for 
classroom work, he reports. Copies 
were furnished on request to all 
members of the National Science 
Teachers Assn. A similar broad dis- 
tribution was worked out abroad. 

The book, smoothly coordinated in 
its writing, design and production, 
continues to build identification of 
Pfizer as a leader in fermentation 
chemistry and biochemical engineer- 
ing. 44 


Westvaco Revises Names 
Of Printing Papers 


New grade name designations for 
its printing and converting papers 
have been announced by West Vir- 
ginia Pulp and Paper Co. According 
to Wiley E. Jennings, vice-president 
in charge of sales, a quality control 
program has brought about a high 
degree of uniformity, standardization 
and mechanical perfection within 
major grade groupings. As a result 
of these improvements the company 
plans to apply “family” designations 
to grade groupings of its papers. 

The “Sterling” designation is being 
applied to top grades of coated paper 
made by the company, and “Clear 
Spring” is being used to distinguish 
high-quality uncoated papers. Coated 
papers, for example, will now be 
identified as Sterling Letterpress 
Enamel, Sterling Offset Enamel and 
Sterling Coated One Side Litho. The 
changes will simplify ordering of 
Westvaco papers, the company be- 
lieves. 44 


Protects Paper Loads 
By Improved Packing 


An improved skid-packaging tech- 
nique adopted by Sorg Paper Com- 
pany, Middletown, O., offers added 
protection to paper while in transit 
and while being moved about in the 
merchant’s or printer’s warehouse. 
In the new process, waterproof paper 
is applied as an inner wrapper, then 
four corrugated-board corner edge 
protectors are attached to the pack- 
age. The outer wrapper is then ap- 
plied in one piece and sealed with 
plain tape. 

At this point, the tape is placed on 
the package and the load is secured 
with six strips of steel strapping, 
three running the width of the pack- 
age. After stenciling the package is 
ready for transporting. 44 
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DOWNTOWN 


Double-Duty . . . Change of one word on 
cover of SBF booklet gave book two uses. 


Two for One 


Ingenious Planning Cuts 
Employe Handbook Costs 


By Mildred Weiler 
AR St. Louis Correspondent 


Two for the price of one came close 
to actuality when the advertising 
and personnel departments of Stix, 
Baer & Fuller, St. Louis, decided to 
produce two employe hand books in- 
stead of one by offset lithography. 

Eight thousand copies of a 38-page, 
4x7” book, plus cover, entitled, “This 
is Stix, Baer & Fuller, Downtown,” 
were produced for the downtown 
store employes. Fifteen hundred 
copies of the same book, with some 
changes, were produced for West- 
roads, the new SBF suburban store. 

Choosing offset, the store’s art de- 
partment made layouts and pasted 
down the black and white drawings 
for the printer. Black and white 
thumbnail drawings were used on 
practically every page and repro- 
duced offset. 


> Type for the Downtown book was 
held for the store’s Westroads book. 
Changes, such as the store index by 
departments at the back of each 
book and store hours for the West- 
roads store, were made on but a few 
pages. The cover on the Westroads 
book required the change of the 
word “Downtown” to Westroads. 
With the cost of typesetting, art 
work and layout absorbed in the 
Downtown book, the cost of the sec- 
ond book was very little more than 
press time and paper. 
Text paper in both books is 70+ 
Coronado Opaque with 804 cover. 
Page one of each book provides 
space for personalizing each copy. It 
was necessary to change but one 
word on this page to make the copy 
suitable for both books. Copy reads: 
This is for . at SBF 
Downtown. 
Only the last 
changed. 


word had to 
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A lot of research is being aimed at the problem of converting letterpress forms to 
offset plates. Here’s a special report on the search for a method for using offset 


conversions to speed up production on business publications 


... including an evalu- 


ation of some of the latest conversion techniques. 


By Dick Hodgson 
AR Executive Editor 


What once appeared to be a for- 
bidden area for offset printing is rap- 
idly taking on the appearance of a 
fertile field. With increasing press 
runs and demands for “tighter” clos- 
ing dates, business publications, 
which have almost entirely remained 
in the letterpress camp, are casting a 
serious eye at the offset process. 

Much of the responsibility for this 
“change of heart” can be credited to 
two basic factors: 


e The tremendous improvements in 
offset printing during the past few 
years. 


e Development of new methods for 
rapid and high fidelity conversion of 
letterpress forms to offset plates. 


>Evidence of the progress being 
made in this field is clearly evident in 
the terminal report on a special proj- 
ect carried out by the Rochester In- 
stitute of Technology’s Graphic Arts 
Research Department for Advertis- 


ing Publications Inc. Behind the 
project lies an intensive search for a 
faster printing method for business 
publications. 

Working closely with many graph- 
ic arts manufacturers and suppliers, 
and API’s special graphic arts con- 
sultant, Olin Freedman, RIT spent 
over a year experimenting with five 
different methods for converting let- 
terpress forms to offset plates: 


e D-I Offset Process 

e Double Offset Transfer 
e Reproduction Proofs 

e Translucent Proofs 

e Brightype 


Actually, the RIT experiments 
were only part of API’s extensive 
research into the potential of offset 
printing for business publications. 
All of the research was by no means 
conducted in experimental labora- 
tories. For a period of six months in 
1954, every issue of Advertising Age 
carried an offset-printed form in its 
regular run. While the research has 
been centered around the specific 


problems of Ad Age, it has been 
aimed at finding new answers to 
general industry problems. 


> Basically, the problem was one of 
speed. Even though printed with 
“magazine quality,” Advertising Age 
is essentially a newspaper, with tight 
closing dates. The last form closes at 
6 p.m. Friday, goes into the mails 


About This Article 


The subject of converting letterpress 
material to offset plates has been of in- 
creasing importance to admen, pub- 
lishers, printers and everyone associ- 
ated with the graphic arts. This article 
covers a very extensive research proj 
ect on this problem. 

It is important to recognize, however, 
that while the research covered in this 
article was aimed at general publishing 
problems, it was centered around one 
specific publication—Advertising Age 
The conclusions reported here, there 
fore, should not be applied directly to 


other offset conversion problems 


Photoengraving & Platemaking e 19 
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Saturday afternoon for Monday 
morning delivery across the nation. 

Fast as this schedule is, early forms 
must still close much earlier than is 
desired for a newspaper operation. It 
becomes particularly critical when 
special issues, with added forms, are 
called for. In such cases, it is fre- 
quently necessary to close the first 
form 11 days ahead of distribution. 

Add to this the happy problem of 
constantly increasing circulation, 
meaning longer press runs, and the 
situation becomes even more critical. 
At the present time, Ad Age is 
printed on flat-bed letterpresses, us- 
ing 31%x46” sheets of 45 lb. Consoli- 
dated Flash Gloss for eight-page 
forms. Average maximum output of 
these presses is 2,500 impressions per 
hour. 


> Press speeds aren’t the only prob- 
lem. Average make-ready time for 
one of the eight-page forms is six to 
eight hours. While there appeared to 
be a possibility of eventually chang- 
ing to faster presses, little relief from 
the time-consuming make-ready of 
letterpress appeared on the horizon 
when the experiments began. 

Offset, on the other hand, offered 
a cut in make-ready time to less than 
an hour per form, with normal press 
speeds of 10,000-12,000 impressions 
per hour and maximum speeds of 
18,000 iph. In addition the offset 
presses deliver dry sheets, printed on 
both sides, which are immediately 
folded—delivering signatures ready 
for binding. 


> Initial experiments were with the 
d-i offset process developed by 
Standard Rate & Data Service, 
Evanston, Ill. This process involves 
actually “printing” a letterpress form 
on a sheet of laminated foil, which 
then serves as an offset plate, after 
some special, but relatively simple, 
finishing steps. 

Meanwhile, the actual press-run 
trials, using transparent impres- 
sions, were being carried out. Forms 
included in these trials contained 
both editorial material and advertis- 
ing—including, in one case, two-color 
advertising plates. Evidence of the 
success of this experiment can be 
found in the fact that API failed to 
receive a single comment from either 
its readers or advertisers on the 
quality of the offset-printed forms. 

A sidelight on this phase of the 
experiments was the failure of a 
gathering of business publication 
production managers to pick out the 
offset-printed pages when they were 
each given a copy of one issue that 
contained both letterpress and offset 
forms. Over half of the group failed 
to identify the offset form, and among 
those who were successful, many ad- 


Careful Analysis . . Graphic arts re- 
searchers at RIT scientifically compare the 
results of different types of offset conver- 
sions. 


mitted that 
sure.” 


they weren't “really 


>Late in 1954, API requested the 
assistance of RIT in the search for 
“the best” method. Speed was given 
primary emphasis, with quality 
ranked a close second. Cost was to 
be considered, but not over speed or 
quality. 

With these objectives in mind, RIT 
set to work on the problem. Three 
months’ time was allotted for the 
study of the d-i offset process and 
three months for investigation of 
other methods of conversion. 

The tests with the d-i process 
proved unsatisfactory from a quality 
standpoint as a solution to the imme- 
diate problem and served as an ad- 
ditional green light for the remain- 
ing experiments. Without going into 
detail, the four methods included: 


e Double Offset Transfer . . . This 
involves printing from letterpress 
forms onto a rubber blanket, which, 
in turn, transfers the image to an- 
other blanket. This “double transfer” 
is necessary to laterally reverse the 
image, so that it will again read cor- 
rectly when transferred, in the next 
step, to the offset plate. Once 
“printed” from the blanket, the plate 
is etched by a special method. 


e Reproduction Proofs . . . This is, of 
course, the most common method 
now used for converting letterpress 
plates to offset. It simply involves 
pulling a reproduction proof of the 
letterpress form and using this as 
copy for preparing the offset plates. 


e Translucent Proofs . . . Here the 
difference from reproduction proofs 
is that a transparent or translucent 
material is used for proofing, instead 
of opaque paper. The RIT experi- 
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ments included numerous tests with 
a variety of plastic and acetate films, 
photographic film, a variety of thin 
papers, and a special translucent 
baryta-coated surface developed 
through the cooperation of the James 
White Paper Co., Chicago, and its 
mill, the Lee Paper Co., Vicksburg, 
Mich. The proofs then serve as a pos- 
itive for printing onto offset plates. 


e Brightype . . . This is a method for 
actually photographing letterpress 
forms developed by the Ludlow 
Typograph Co., Chicago. The print- 
ing surfaces (type and engravings) 
are sprayed with lamp black. Then 
the lamp black is wiped off the sur- 
face, leaving raised portions as a good 
reflective surface, with the back- 
ground jet black. A special type of 
lighting—the key to the effectiveness 
of the Brightype method—is focused 
on the form and is photographed, 
providing a positive for preparing 
offset plates. The process will be de- 
scribed in detail in a forthcoming 
article in AR. 


>In the final analysis, the Brightype 
process was given the nod as the most 
satisfactory method for converting 
Advertising Age letterpress forms to 
offset. The RIT report said: 

“In our opinion, the quality of the 
Brightype method is definitely supe- 
rior to the quality of any of the other 
processes recommended, including 
both the conventional reproduction 
proof and the baryta-coated translu- 
cent paper. This superiority is due 
largely to the deficiencies of trans- 
ferring the image to paper, to the 
nature of paper itself, and to the 
greater contrast inherent in the 
Brightype process. In the conven- 
tional system, the quality of repro- 
duced halftones is largely dependent 
on the skill of the operator. 

“Another factor which influences 
our opinion is that in using Brightype 
the typeface is accurately reproduced 
whether or not the individual char- 
acters are exactly type-high. Thus 
weak transfer, printed shoulders, and 
worn type—deficiencies of proofing 
are eliminated. 

“The flexibility of Brightype is an 
important consideration. Reproduc- 
tion proofs or flat art copy can be in- 
cluded on the form to be photo- 
graphed with the type. Last-minute 
changes and corrections can be eas- 
ily made without loss of a negative 
or proof. From this point of view, 
then, Brightype does not seem to be 
less flexible than any of the other 
processes 


>“Substantial savings are possible 
in the cost of halftone, line and com- 
bination engravings. A less expen- 
sive, screened Velox print can be in- 
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corporated with the letterpress form Table No. 1 
to be photographed as a unit... 


“The time-saving and economic PROCESS ELEMENTS 


advantages of halftones produced on rit. 2-4 Plate 
the Engravaplate electronic plate- raphy Exposure | Processing 
maker for inclusion in a Brightype Double Transfer a 

form are substantial.” 


Reproduction Proof > x 
>The conclusions given in the RIT Brightype ee x x 
oe 2 ee 


patho 
| 


report cover several factors: Translucent Proof 


e Speed of operation .. . If we as- + Requires more time than presensitized plate but is capable of 
sume that conventional surface required 30,000 impressions. Life expectancy of a newly announced 
plates are to be used, then there presensitized plate treatment, reported to give 50,000 impressions, 
seems to be no significant difference has not been evaluated. 

in the speed of operation of the four * Time for preparation of form roughly equal to time required for 
methods. It is our feeling that under proofing. 

average shop conditions the double 
offset transfer method would be the 
fastest. If presensitized plates were Table No. 2 

used, then double offset transfer 

might be the slowest method. Table EQUIPMENT 

No. 1 shows the elements required in rans- Repro- 

each method. Double lucent duction 

Transfer Proof Proof Brightype 


* 


e Quality . . . We would rank the 
methods according to quality in the 
following order: Camera $ 8,000 $11,000 
1. Brightype 


450 
2. Translucent Proof 


450 
3. Reproduction Proof Arc Lamp $ 500 | 500 500 500 
4. Double Offset Transfer* Darkroom 2,500 2,500 2,500 
“roughly equal : 
The halftone reproduction quality when haat = 


of the conventional reproduction Whirler 
1,000 


proof method is highly dependent on Spray Equipment 
the skill of the photographer. The —ahhaes | 
cpt quality stisinable ts not Total $1,500 $5,450 $13,450 $17,450 
equal to that of the other methods. + Modified proof press required—estimated cost $500. 

The double offset transfer method * Probably already available in plant. 
produces a slightly unsharp print. We 
feel that this is caused by the nature 
of the rubber surfaces used to trans- Table No. 3 
fer the image. There is no serious de- 
gradation of the reproduction, and MATERIALS 
the unsharpness is not considered 
significant. 


Proof Press 


Vacuum Frame 


hr 
cS 
uo 
Oo 


Plate and Film and 
Chemicals Paper Chemicals 


e Cost ... There are three cost fac- Double Offset Transfer 

tors to be considered: Brightype $2.50 
2 Materials (Table No, 3 - Reproduction Proof $ .25 2.50 
3. Labor (Table No. 4). Translucent Proof 3.00 2.50 


Considering all three factors, it is 
apparent that double offset transfer 
is the most economical. Table No. 4 


>One thing was clearly evident LABOR 


from the tests—very excellent quality | Conven- 

work can be turned out by the offset tional Presen- 
. outer, os Make- Photog- Plate- sitized 

process, even when the “originals Procling 


Ready raphy making Plate* 
are letterpress plates. It does not 


mean, however, that any publication Double Offset 5S min. jSmin. | | 45 min. | 
—~including Advertising Age, the Transfer > 

guinea pig in this research—is going | Reproduction |, ,,, sean 
to make an immediate changeover to Proof ' he : , ; ; 
offset printing and throw letterpress Translucent 
out the window. 20 min. 


| 3 Renad 3 min. 

That day may still be far in the fu- - : 
ture—or it may never come. But with Brightype 7 min. | sdY min. | Lhe. | 20 min. 
improved photographic typesetting, 
new developments in offset printing 
and improved conversion methods, it 
may be closer than many think. 44 


5 min. 


* See note (+) under Table No. 1. 
Tests with methods which seem to indicate sufficient plate life were 
not concluded. 
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@ Makes a high-quality impression, 
with accurate register, in an area as 
large as 4 by 18 inches. 

@ Handles coated and uncoated paper 

and board, cellophane, plastics, foils 

...in sizes up to 18 by 18 inches, from 

.010 to 3/16 inches thick. 

@ Uses instant-drying, flexographic 

ink which does not have to be mixed. 
Printing drum uses rubber mats or 


metal type from 6 pt. up. 
@ PB Power Stacker shown with 
Imprinter, has large capacity, keeps 


imprinted material in order and easy 


to handle and remove. 


sil 


fey; 
Automatically imprints at speeds 
up to 7,500 items an hour! 


@ PITNEY-BOWES 


Imprinting 
Machines 
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demonstration. Or send the coupon for free illustrated folder and case studies. 
PITNEY- BOWES, INC. 


Made by the originators of the 
postage meter... Service from 
272 cities in U. S. and Canada. 


Seen this amazing new PB 


* a « 
Imprinting Machine? 
In any office where advertising literature, dealer material, catalog sheets, 
envelopes, etc., have to be imprinted, this new Imprinting Machine is 


a big money saver and a real money maker... In the plant, too, for imprinting 
folding cartons, bags, envelopes and other containers, it cuts container 


ee ee 


6227 Crosby Street 


Stamford, Conn. 


as well as printing costs, prevents waste of pre-printed material— permits 
Send free Imprinter folder and case studies to: 


packages to be printed only as needed for current production. Does high-quality 


imprinting at speeds up to 7,500 per hour. Adjustable without tools, it can 
be easily operated by anybody. Call the nearest Pitney-Bowes office for a 


Name 
Address 
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Label Pattern . . 


. Label designed for Wine Growers Guild establishes strong pattern 


when placed in repetitive position on shelf. Note how Guild name stands out. 
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How the Wine Growers Guild devel- 
oped a comprehensive packaging and 
labeling program designed to create 
a strong psychological buying climate 


—a case history report. 


Integrated Packaging— 


Major Merchandising Tool 


By Kenneth R. McDonald 


Package design, styled to sell the 
product, is being utilized as a major 
instrument of advertising and mer- 
chandising the line of quality Cali- 
fornia wines produced by the Wine 
Growers Guild, Lodi, Calif. 

The new package design, created 
by Walter Landor & Associates, San 
Francisco, has recently gone through 
a period of intensive and highly suc- 
cessful consumer testing in Fresno 
and Eureka, Calif. 

Use of the new labels in Guild’s 
strong promotional drive reflects to 
a major degree the belief of Walter 
Landor that the advertising agency’s 
effort gains a powerful new tool for 
effective merchandising by having a 
well-designed package to work with. 
> “Packages, like people, have per- 
sonalities,’ Mr. Landor declares. 
“They reflect the quality of the prod- 


uct and the character of the men who 
make that product. 

“If the product is any good at all, 
more of it will be picked up by more 
people if the package has an ‘out- 
going’ personality ... if it smiles at 
the consumer, intrigues and gives the 
buyer confidence. 

“The package itself must reassure 
the potential buyer that its contents 
are worth the price and, in the in- 
stance of foods or beverages, must 
activate the consumers’ taste buds. 

“And, finally, the package must 
have a personality which is suffi- 
ciently strong that the potential buyer 
can instantly recognize the product 
despite the competition of dozens of 
other packages arrayed on the 
shelves.” 


>Mr. Landor believes it is the re- 
sponsibility of the advertising agency 
to tell its client when the design of 
the product, the package or the label 


becomes a weak link in the selling 
effort. 

“This often requires real courage 
on the part of the advertising agency,” 
he declares, “because frequently the 
client is surrounded by people who 
for years have been telling him he 
has the finest line of packages on the 
market.” 

Dancer - Fitzgerald -Sample’s San 
Francisco office, in developing the 
promotional campaign for the Wine 
Growers Guild, placed particular em- 
phasis on the sales effectiveness of 
the label designs Guild was then 
using. 

The agency’s initial step, in its ef- 
fort to push Guild wines into first 
place in consumer preference, was to 
have an eminent Eastern university 
psychologist interview hundreds of 
people, from New York to San Fran- 


cisco. 


> “Wine consumers were asked what 
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CLIPPINGS! 


We read over 3,200 Business, Farm 

and Consumer magazines as listed 

in Bacon’s 1956 Publicity Checker. 
Checker on approval $15.00 


SPECIALIZED CLIPPING SERVICES 


1. Publicity 3. Competitive Ads 
2. Competitive Publicity 4. Subject Research 


BACON’S 


CLIPPING BUREAU 
KURT ee ees 
WAbash 2-8419 
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TIRED OF 
DIGGING FOR 
MARKET DATA? 


No need to waste time 
and energy. The 556-page 
Annual Market Data & 
Directory Number of In- 
dustrial Marketing gives 
you all the basic market 
data about every major 
trade and industry in the 
U.S. and Canada. 


Delivered to all IM sub- 
scribers without extra 
charge on June 25th. One 
year trial includes monthly 
copy of IM plus MD&DN 
—only $3. 


Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 


Enter my year’s trial for $3. 
My money back any time I'm 
not satisfied. 
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Design Theme . . . Shipping cases were 
conceived as extension of new label design 


theme. 


they actually thought about wine,” 
explains Howard Williams, General 
Manager of the Wine Growers Guild 
at its Lodi, Calif., headquarters. 
“Their answers revealed that people 
who buy wines are eager to know 
more about the beverage. 

“Wine buyers told us they were 
interested in the fact that all mem- 
bers of the Wine Growers Guild are 
actual grape growers as well as wine 
makers and that each grape variety 
is grown in precisely the right vine- 
yard, at the right time and under 
ideal conditions of sun, soil and 
climate.” 

With the exception of two sessions 
held at San Francisco, all of the mo- 
tivational study meetings were with 
mixed groups of men and women 
wine drinkers, moderated by Dr. 
George Horsley Smith, social psy- 
chologist, Rutgers University, who 
also participated in planning the re- 
search project and in writing the final 
report. 


>The study revealed, for example, 
that Guild “lacked saliency” in the 
thinking of consumers who had not 
been exposed to the then current 
Guild advertising. 

The Guild labels which were then 
being used apparently did not possess 
the “dynamic” qualities which tie in 
closely wtih the consumers’ emotional 
attitudes toward wine and wine 
making. 

Dr. Smith’s final report indicated 
that the psychologically effective 
wine label is the one which “captures 
some of the flavor of slow aging, tra- 
dition, old-worldliness, and the lov- 
ing care in processing which people 
associate with wine.” 

This kind of label, according to Dr. 
Smith, is conservative and “musty”. 
It may feature medals, scrolls or other 
signs of quality or tie in with a special 


> Conversely, Dr. Smith found that a 
psychologically ineffective label is 
one which “smacks of commercialism, 
or mass production, or which is loud, 
brassy or too bare.” 

It seemed obvious, therefore, to 
both winery and agency executives 
that Guild’s exclusive wine making 
story would have to be told on and by 
the label itself. 

Dancer-Fitzgerald-Sample recom- 
mended a program of thorough label 
research and development, intended 
to improve upon the Guild label and 
to relate it more closely to the find- 
ings of the motivational research 
study. 

The agency followed the rapidly 
developing policy of recommending, 
further, that this label research and 
development program be conducted 
by design experts and then be re- 
searched to insure the complete suit- 
ability of any proposed Guild label. 


>The over-all campaign developed 
by Dancer-Fitzgerald-Sample, in 
close cooperation with Norman Krieg, 
Guild advertising manager, was in- 
tended to build for the winery a 
strong brand identification among 
consumers and an equally strong 
franchise with retailers. It was in- 
tended also to strengthen Guild pro- 
motion at the point-of-purchase. 

The agency recommended that 
copy be devoted to the job of build- 
ing a quality reputation for the en- 
tire line of Guild wines, Vino da 
Tavola and Brandy, without diluting 
the effort by attempts to promote in- 
dividual package sizes. 

The copy objectives, born initially 
of Dr. Smith’s motivational study, 
called for the following: 


1. The pace and mood of the copy 
must reflect the care and time that 
goes into the making of a fine wine. 


The same 
‘ extra fine Guild Wines you have or 
‘many years under the white labe 
fe come to you in “new 
Rew label tells in beautit { 
ean spend our lives growing grapes 
We he nes and bottling them f 
Pe YOu agree. write and te 


Customer Reassurance . . . Miniature du- 
plicate of old label is used on the new 
back label while copy reassures customers 


A P i 
Ce ee Mae Ma Mea 
/ 


mood or a special situation. that wine quality is still the same 
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THESE LEADING PAPER MERCHANTS SELL 
THE FAMOUS 


ALABAMA 
Birmingham The Whitaker Paper Co 
Mobile The Partin Paper Co 
Montgomery W. H. Atkinson 
ARKANSAS 
Little Rock Roach Paper Co. 
CALIFORNIA 
Los Angeles Carpenter Paper Co 
San Francisco Carpenter Paper Co. 
COLORADO 
snver Carpenter Paper Co 
CONNECTICUT 
Hartford John Carter & Co., Inc 


New Haven 


John Carter & Co., Inc 
DISTRICT OF COLUMBIA 


W ashington The Whitaker Paper Co 
FLORIDA 

Jacksonville The Jacksonville Paper Co 

Miami The Everglade Paper Co 

Orlando The Central Paper Co 

Tallahassee The Capital Paper Co 

Tampa The Tampa Paper Co 
GEORGIA 

Atlanta The Whitaker Paper Co 

Macon The Macon Paper Co 

Savannah The Atlantic Paper Co 
IDAHO 

Pocatello Carpenter Paper Co 
ILLINOIS 

Chicago Bradner Smith & Co. 


Dwight Brothers Paper Co. 
Parker, Schmidt & Tucker Paper Co 
Charles W. Williams & Co.* 


Decatur Decatur Paper House, Inc 
Peoria Peoria Paper House, Inc 
Quincy Irwin Paper Co 
Rock Island C. J. Duffey Paper Co. 
INDIANA 
Fort Wayne The Millcraft Paper Co 
Indianap Indiana Paper Co., Inc 
IOWA 
Des Moines Carpenter Paper Co 


Pratt Paper Co 


Sioux City Carpenter Paper Co. 


KANSAS 
Topeka Carpenter Paper Co 
Wichita Southwest Paper Co 
KENTUCKY 
Louisville The Rowland Paper Co., Inc 
LOUISIANA 
New Orleans The D & W Paper Co., Inc. 
MAINE 
Augusta John Carter & Co., Inc. 
MARYLAND 
Baltimore Garrett-Buchanan Co. 
The Whitaker Paper Co. 
MASSACHUSETTS 
Boston John Carter & Co., Inc. 
The K. E. Tozier Co.* 
Springfield John Carter & Co., Inc. 
Worcester John Carter & Co., Inc. 


MICHIGAN 


Detroit The Whitaker Paper Co. 
Grand Rapids Central Michigan Paper Co 


MINNESOTA 


C. J. Duffey Paper Co. 
Inter-City Paper Co 
St. Paul C. J. Duffey Paper Co 
Inter-City Paper Co 


Minneapolis 


MISSISSIPPI 
Jackson Jackson Paper Co. 
Meridian Newell Paper Co. 

MISSOURI 
Kansoa ty Carpenter Paper Co 

St s Acme Paper Co. 
Shaughnessy-Kniep-Hawe 
Paper Co 

MONTANA 
Billings Carpenter Paper Co. 
at Falls Carpenter Paper Co. 
Missoula Carpenter Paper Co. 

NEBRASKA 


Grand Island Carpenter Paper Co 
Lincoln Carpenter Paper Co 


aha Carpenter Paper Co. 
NEW HAMPSHIRE 


Concord John Carter & Co., Inc. 
NEW JERSEY 

Newark Central Paper Co. 

Trenton Central Paper Co. 
NEW MEXICO 

Albuquerque Carpenter Paper Co 
NEW YORK 

Albany Hudson Valley Paper Co 

Binghamton Stephens & Co., Inc. 

Buffalo Hubbs & Howe Co. 

Jamestown The Millcraft Paper Co 

New York City Forest Paper Co., Inc 


Holyoke Coated & Printed 
Paper Co.* 

Pohiman Paper Co., Inc 

Reinhold-Gould, Inc. 

Royal Paper Corporation 

The Whitaker Paper Co. 

Charles W. Williams & Co.* 

{ Bulkley, Dunton Paper Co., S.A 
For Export. <Champion Paper Corp., S.A 
Champion Paper Export Corp 


Rochester Hubbs & Howe Co 
NORTH CAROLINA 
Asheville Henley Paper Co 
Charlotte The Charlotte Paper Co 
Raleigh Epes-Fitzgerald Paper Co 
OHIO 
Akron The Millcraft Paper Co 
Cincinnati The Cincinnati Cordage & 
Paper Co. 


The Queen City Paper Co.* 
The Whitaker Paper Co 


Cleveland 
Columbus 


The Millcraft Paper Co. 

Sterling Paper Co. 
Dayton The Cincinnati Cordage & Paper Co. 
Toledo The Millcraft Paper Co. 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, 
WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 


BRANDS 


OKLAHOMA 


Oklahoma City Carpenter Paper Co. 
Tulsa Beene Paper Co. 
Tayloe Paper Company 


OREGON 


Portland Carter, Rice & Co. of Oregon 


PENNSYLVANIA 


Allentown Kemmerer Paper Co 
Division of Garrett-Buchanan Co.) 
Lancaster Garrett-Buchanan Co 

Philadelphia Garrett-Buchanan Co 
Matthias Paper Corp.* 
Paper Merchants, Inc 
Whiting-Patterson Co., Inc. 

Pittsburgh The Whitaker Paper Co 

Reading Garrett-Buchanan Co 


RHODE ISLAND 
John Carter & Co., Inc 


Providence 


SOUTH CAROLINA 


Columbia Epes-Fitzgerald Paper Co 
TENNESSEE 
Chattanooga Bond-Sanders Paper Co 
Knoxville The Cincinnati Cordage & 
Paper Co 
Memphis Tayloe Paper Company 
Nashville Bond-Sanders Paper Co 


TEXAS 
Amarillo Kerr Paper Co 
Austin Carpenter Paper Co. 
Dallas Carpenter Paper Co 
El Paso Carpenter Paper Co. 
Ft. Worth Carpenter Paper Co 
Harlingen Carpenter Paper Co 
Houston Carpenter Paper Co 
Lubbock Carpenter Paper Co 


San Antonio Carpenter Paper Co 


UTAH 


Ogden Carpenter Paper Co 
Salt Lake City Carpenter Paper Co 


VIRGINIA 
Norfolk Epes-Fitzgerald Paper Co 
Richmond Epes-Fitzgerald Paper Co 
WASHINGTON 
Seattle Carter, Rice & Co 
Spokane Spokane Paper & Stationery Co 
Yakima Carter, Rice & Co. of Yakima 
WEST VIRGINIA 
Huntington The Cincinnati Cordage & 
Paper Co. 
WISCONSIN 


Milwaukee Dwight Brothers Paper Co 


CANADA 
Toronto Blake Paper Limited 


WRAP GRADES ONLY 


THE CHAMPION PAPER AND FIBRE COMPANY 


Mills at Hamilton, Ohio. . . 


General Office: Hamilton, Ohio 


Canton, N. C. .. . Pasadena, Texas 











2. An old world feeling should per- 
vade the copy. 


3. The warm emotional feelings that 
people have about wine, its friendli- 
ness and relaxing qualities, should be 
emphasized. 


4. The specific points of Guild qual- 
ity should be developed in a believa- 
ble way. 


5. The quality story must be con- 
verted into a simple, memorable 
theme. 


6. The quality story should reflect 
specific consumer benefits. 


7. The name “Guild” should be tied 
in, dramatically, with the whole proc- 
ess of wine making, from grape to 
bottle. 


The entire merchandising, promo- 
tion and sales strategy called for the 
development of in-store material that 
would carry out the Guild quality 
theme at the point-of-purchase and 
which would be fully integrated with 
the basic advertising. 

“We felt that it was essential,” Mr. 
Patten explains, “to develop a com- 
prehensive advertising plan and to 
provide the tools that would enable 
the selling force to take the Guild 
story to the retailers and the con- 
sumers both effectively and produc- 
tively.” 


>It was in order to obtain a package 
consistent with these aims that How- 
ard Williams, General Manager, Wine 
Growers Guild, went to Walter 
Landor. 

“We considered Mr. Landor an au- 
thority on packages and labels,” Mr. 
Williams declares, “and a man whose 
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The Old and The New . . . New gracefully 
rounded label (right) features traditional 
“Wine Master’’ symbol in a larger and 


friendlier version. 





talents have helped to build new sales 
peaks for merchandisers of packaged 
goods everywhere. 

“We asked the Landor organization 
of designers, skilled through years of 
experience in the art of translating 
the findings of consumer research into 
design results, to undertake a thor- 
ough program of re-styling for 
Guild.” 

The Landor group designed, re- 
designed, tested and re-tested more 
than three dozen different labels be- 
fore perfecting the new Guild label. 


>The new Guild label “grew from 
the vine”, according to Mr. Landor, 
with every element of the re-design 
based on the wine itself and on the 
history of the people who make it. 

“This was a deliberate effort on 
our part,” he declares, “to establish 
the distinctive Guild personality 
which could successfully compete for 
the attention of the buyer shopping 
for a popular priced wine . . . and 
which would fit into the over-all ad- 
vertising campaign developed by 
Guild’s agency. 

“The moment a buyer enters a 
store,” Mr. Landor continued, “many 
influences go to work, in addition to 
the competition of a variety of brands. 
These influences range from the 
shape, size and color of the bottle to 
the appearance of the label. 

“A good label which will consist- 
ently produce high sales must not 
only be strong enough to catch the 
shopper’s eye the first time, but it 
must also be able to establish an iden- 
tity which will be retained by the 
shopper against all competition. 

“Such a label not only will have 
the maximum consumer appeal con- 
ducive to rapid movement from shelf 
to user, but will also be effective for 
utilization in visual advertising, par- 
ticularly in the medium of television. 


>“All of our effort on behalf of 
Guild,” Mr. Landor said, “was to re- 
tain the best features of the old label 
in terms of the identity which it had 
already established and at the same 
time provide a sparkling new ‘dress’ 
with shelf power plus personality 
which would help boost sales.” 

One of the major features of the old 
label which was retained by Landor 
was the trade character, “The Old 
Guild Wine Master,” which has been 
associated with the Guild line for 
years. 

This Guild man, who represents 
years of advertising promotion built 
around a symbol, was very carefully 
integrated by Landor into the label 
in a medieval styling. The little man’s 
appearance is somewhat reminiscent 
of the old design, but is more friendly, 
more plausibly and handsomely inte- 
grated with the Guild hand-lettering. 

The shape of the new Landor de- 
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CAN YOU SAVE WITH 
UNIDENTIFIED WRAPPINGS ? 


Actually . very few! Cost for adding 
print DECORATION to any Thilco paper 
is surprisingly low. In fact, it costs you 
only a fraction more than plain, uninterest- 
ing papers. DECORATED papers give you 
so much extra, too. They provide product 
identity, stimulate more sales, and give you 
much more in merchandising values — to 
say nothing of the protective benefits that 
are also yours with the numerous kinds of 
functional papers Thilco offers. 


LOOK WHAT PENNIES 
BOUGHT - 


Make profits = 
from pennies with THILCO 
Print-Decorated protective papers 


Looking for new ideas? Hobby-Land doesn't 
miss a trick. Taking advantage of FREE 
advertising space, their colorful, attractive 
trademark, not only attracts widespread at- 
tention on each delivery truck but also adorns 
their protective wrapping papers, boxes and 


bags — furnished by THILCO, of course! 
Take advantage of the FREE space your 
product wraps offer — investigate Thilco 


DECORATED papers today — It's the cheap- 


est advertising space money can buy, 










Thileco FUNCTIONAL papers 
Asphaited Weoterproof Barriers, 
Waxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 


Specialty Krafts and Bags 


Write for free Sample kit. 


THILMANY PULP & PAPER COMPANY 
KAUKAUNA - WISCONSIN 


NEW YORK « CHICAGO « DETROIT « CINCINNATI 
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MmisS LIBERTY 


Shipboard travelers never forget the home- 
coming thrill of seeing the New York skyline 
and the imposing 151-foot figure of Miss 
Liberty. This lady, whose official name is 
“Liberty Enlightening the World,” has been 
standing since 1886 on an egg-shaped 12-acre 
island named for Isaac Bedloe of Colonial 
times. Presented to the United States by the 
people of France as a token of friendship, this 
famed bronze statue is recognized everywhere 
as a symbol of America’s own good will for 
people throughout the world. 


Like Miss Liberty, every advertisement is a 
symbol of good will. The best method of 
creating and holding good will is through the 
sincere and friendly approach to the consumer 
made by printed advertising. Because graphic 
ideas establish confidence in the product and 
the name of the advertiser, they win friends 
and influence sales on a lasting basis. 


To make a good impression on prospective 
customers, every advertiser should put his best 
foot forward in the choice of papers for print- 
ing. By selecting Westvaco papers, advertisers 
and printers provide the groundwork for graphic 
results that compel favorable attention. Pro- 
duced to combine effectively with design and 
typography, Westvaco papers may be specified 
to meet diversified pressroom requirements. 


Sterling Offset Enamel, one of a famous family 
of quality coated papers made by Westvaco, 
was selected to reproduce this exciting painting 
by Dong Kingman. Like all Westvaco papers, 
Sterling Offset Enamel is made to precise 
standards of uniformity and quality from virgin 
chemical pulps—your assurance of superior 
performance. For further details, phone or 
write to your nearest Westvaco distributor, or 
to any of the company addresses on this page. 


ARTIST 

Born in San Francisco and educated in China, Dong Kingman 
returned to California, where he became one of the leading 
West Coast artists. Watercolors he executed on a round- 
the-world trip sponsored by the U.S. State Department were 
shown at a one-man exhibition at the Corcoran Galleries, 
Washington, recently. Among his very numerous honors are 
awards from the Metropolitan Museum and the American 
Watercolor Society, and top prize of the Pennsylvania Academy 
Annual Watercolor Exhibition. He has also won the Audubon 
Gold Medal of Honor and two Guggenheim Fellowships. Mr. 
Kingman now lives in New York and teaches at Columbia Uni- 
versity and the Famous Artists School of Westport, Connecticut. 


230 Park Avenue, New York 17 
35 East Wacker Drive, Chicago 1 
503 Market Street, San Francisco 5 


WEST VIRGINIA PULP AND PAPER COMPANY 
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CD ..cticing 


Requiremen’* 


Serves Management 
On Direct Advertising 


To keep pace with the growing use of 
direct mail, Advertising Requirement’s 
21,000 readers count on AR for tested 
ideas on getting more leads for sales- 
men, more direct sales, better public 
relations pieces at less cost. Following 
are typical articles which brought en- 
thusiastic responses from readers utiliz- 
ing direct advertising: 


“101 Tips for Direct Mail 
Advertising” 


‘Cutting Catalog Costs” 


“Building Business Through 
Direct Mail” 


‘How to Prepare Effective 
Mailings” 
“The Wonderful Letters from 
Story Book Village”’ 
““A New Approach to Gadget 
Mailings” 
*‘A New Look at Direct Mail’ 
‘The Miller Story”’ 


Sells Management 
On Direct Advertising 


To get a larger share of this estimated 
$600,000,000 market, foremost produc- 
ers and suppliers to direct mail are 
capitalizing on AR’s editorial service 
by placing their sales messages in its 
“Direct Advertising” section. Among 
recent advertisers relying on AR’s sell- 
ing power are: 


The Appleton Coated Paper Co. 
Reuben H. Donnelley Corp. 
Thomas Collators, Inc. 

Allen Hollander Company, Inc. 
American Mail Advertising 
Cupples-Hesse Corp. 

R. L. Polk & Co. 

Du-Plex Onvelope Corp. 
Publishers Book Bindery, Inc. 
James Gray, Inc. 


Whether direct advertising repre- 
sents your problems or your prod- 
ucts—turn to AR for results! 


Adwertising 
Requirements 


200 E. ILLINOIS ST. * CHICAGO 11. ILL 
a ee oe 
ADVERTISING AGE and INDUSTRIAL MARKETING 
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Designed For All Sizes . . . Regardless of 
the shape or size of Guild bottles, new 
label design complements and lends pow- 
erful product identification. 


signed label is in itself unique in the 
wine merchandising field. A graceful 
arch, or half-round, the shape is ex- 
clusive to Guild and enhances brand 
distinction. It exploits the best fea- 
tures of the champagne style bottle 
shape and makes it look larger. 


> The colors used by Landor Associ- 
ates are rich red and gold, black and 
white, with the gold lavishly inter- 
woven with a festive shade of red, as 
in an 18th century tapestry. 

The name “Guild” in black letters 
laced with gold stands out crisp and 
clean against the gold and white 
background, with the wine type in 
wine-red immediately below. 

Both the brand name and the wine 
type are so clear and well related that 
both can be read simultaneously from 
a distance and at close focus, as the 
shopper would in a store. 

Underlining the brand’s product 
story at the base of the label is a 
tapestry-like band of deep red with 
a continuous pattern of golden wood- 
cut illustrations capturing the spirit 
of tradition in wine making .. . from 
the pressing of the grapes through the 
long slow fermentation period to the 
actual bottling of the wine. 


> All of the descriptive copy was kept 
in gold, so that it would not conflict 
in the viewer’s eye with the wine 
type (red) or brand name (black). 
Landor Associates used a calli- 
graphic style of lettering for the word 
“Guild” but related it to the letter 
style used on the old Guild label, 
which was close to the Beton Bold. 
The back label simply reverses the 
front label color pattern, with the red 
portion on the top of the label and the 
white at the bottom. The white por- 
tion is used for descriptive copy 
which tells the story of the new label. 
“We deliberately gave this back 
label the same shape as the front,” 
Mr. Landor points out, “in order to 
‘plug’ the distinction of the label 
shape, as against those common to 
other wines. 
“The principal function of this back 
label is to duplicate, in miniature, the 


former Guild label, in order to re- 
assure loyal customers that the wine, 
although packaged in new dress, is 
the same fine Guild wine they are 
accustomed to.” 


> Even the new celloseal as designed 
by the Landor organization is distinc- 
tive and unique. In red and black 
subtly echoing the arch pattern of 
the label, the neckband also presents 
the Guild man and the phrase, “100% 
Pure Grape Wine”. 

The Guild shipping cases were con- 
ceived by the Landor group as a 
powerful advertising extension of the 
new Guild design theme. 

“Shipping cases,” Mr. Landor ex- 
plains, “are potentially high powered 
promotional tools ... and trade rela- 
tions tools as well. 


>“Guild now is probably the only 
winery which makes life easy for the 
warehouse man and the store clerk 
by spotlighting the difference of bot- 
tle sizes (fifths, gallons, etc.) on all 
four sides of the case . . . without re- 
ducing the effectiveness of brand 
projection.” 

The top of the Guild shipping case 
has extensive brand display, using 
the label shape in opposition to each 
other on both sides. 

“All in all,” declares general man- 
ager Williams, “the multiplication of 
the Landor’s group label and case de- 
signs, arch after arch, from total con- 
cept to color detail, adds up to power- 
ful display at the point of sale, 
compelling the eye and creating the 
right psychological climate to buy.” 
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Booklet Contains Data 
On Shipping by Air 


“Up in the air” concerning air 
shipments? A small booklet, avail- 
able from Hinde & Dauch, Sandusky, 
O., gives the basic fundamentals of 
air shipment and the latest data on 
“How to Ship by Air in Corrugated 
Boxes.” 

A revised edition from Hinde & 
Dauch’s “Little Packaging Library,” 
the fully-revised, 24-page booklet 
includes: 


Speed comparison chart 

The advantages of air shipments 

Definitions of air shipment terms 

International shipments 

Responsibility for damages 

Carrier restrictions 

Cargo dimensions and load limita- 
tions 


Information on various types of 
corrugated cartons and case histories 
of cartons made for air shipment is 
also contained in the booklet. 


For your copy circle No. 727 on the 
Readers’ Service Card inside back cover 
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sion photo shows shelf display of products sion photo shows how one-third of women 
as manufacturer intended them to appear. shoppers actually see the same display. 


Packaging Loses Impact made of women shoppers in grocery 
stores. 
When Eyesight is Poor “These interviews indicated that 
about one woman in every three 
should have been wearing glasses 
but wasn’t,” said Mr. Dodge. “Some 
didn’t own glasses, but the majority 
said they simply had left them at 


Recent tests that show one-third 
of women who need glasses don’t 
wear them while shopping indicate 
that a considerable portion of the 
American packaging dollar may have lehine-annner tar ween ak eels” 
been wasted, according to a recent caer a ; : 

s : To further illustrate his point that 
report given to the Packaging Insti- : . 
not all customers can see and read 
tute Forum by Sherwood Dodge, : 
: the label on the package as it stands 
Foote, Cone & Belding. ; at 
ae on the shelf, Mr. Dodge displayed 

Pointing out that new market two shotograsie showing: 
research and testing is needed to P _ ; 
protect the packaging industry’s in- e The grocery shelf display as the 
vestment, Mr. Sherwood reported manufacturer intended it to look. 
the results of a survey made by Dr. e The display as it was actually seen 
Rudolf Farner of Zurich, Switzer- by one-third of the shoppers who 
land, who had optical measurements should have worn glasses—but didn't. 
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j . > e A transparent plastic contour 
New Carton Technique salen 
Speeds-Up Production e Mechanical specification drawing 
e Instruction booklet 
e “Before-and-after” samples of 
cartons 


A new carton technique that needs 
neither specification sheets nor me- 
chanical drawings for purchasing For your copy circle No. 728 on the 
cartons for high-speed packaging Readers’ Service Card inside back cover 
operations has been released by the 
Lord Baltimore Press, New York. . 

Since the program involves the New Container Slated 
use of standard “bends” on the “tuck For Familiar Prod uct 
end” style of carton instead of the 
freehand methods formerly used, the Styled to please the ladies, a new 
supplier needs only the style speci- plastic container for “Tacky-Finger” 
fications and exact inside dimensions -a fingertip moistener available 
of the carton to prepare dies that from the Evans Specialty Co., Rich- 
can be used on any of the known mond — features clean, simple lines 
tuck-end carton forming machines. and a bright blue color scheme im- 

Tests of the Baltimore standardi- printed with white. 
zation technique show an advance- Tacky-Finger is used in banks and 
ment in operating speed of from 60 offices, since the hygroscopic prepa- 
to 90 per minute to as high as 250 ration makes all paper and money 
per minute. handling easy and clean by attract- 

Materials in a work kit available ing moisture from the air to the fin- 
to carton users include: gers. 44 





COTUNTUONAO NCUA TAA EEOC 
{qe Rote sho 


The action display way 
to boost your sales! 


$995 


List Price 

F.0.8 

L.1. City, 
N.Y 


= Model SM-10. ROTO-SHO, JR. Costs only 1%42¢ a 
= day to run! Revolves 3 times a minute. Holds 


oO build-up dispfay fixture permitting full use of dis- 
= play space. Carries 10 Ibs. A.C. only. 


Model XM-1. ELECTRIC 
CHRISTMAS TREE 
HOLDER-TURNER. 

Lights and tree turn 3 oO 
times a minute! Carries = 
up to 15 foot tree, 200 = 
Ibs. Costs only 42¢ daily = 
to run. A.C. only. 


Delivery out of stock in 24 hours! 


Get FREE illustrated literature showing 
build-up fixtures, prices. Write today! 


=KASSON DIE & MOTOR CORP. 
Formerly General Die & Stamping Co. 
32-14 Northern Bivd., Long Island City 1, N.Y. 
Integetty Since 1919 
Makers of fractional horsepower motors; 
skeleton and ceiling turntables for display industry use. 
Quantity discounts available. 


. for more details circle 803, page 105 
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our specialty 

e MAGAZINES 
e CATALOGS 
e BOOKLETS 


e FOLDERS 


te” Mail sample for Quotation or 
Phone us to Call 


Sersen’s Ph. i a 


Imprinting, Inc. 
17 N. Loomis, Chicago 7 


. for more details circle 837, page 105 





AR’s 21,000 Circulation is 
Hand-Picked for Buying Power 
Nowhere else can you get such cover- 
age, so carefully tailored and so 
precisely directed to buyers of adver- 
tising services, materials, equipment, 


supplies. 
Get in AR! 
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1. Mico Tele Vue for Mico Photo Products Co. by Morris Paper 
Mills. 2. Delfen Vaginal Cream for Ortho Pharmaceutical Corp. 
by Richardson Taylor-Globe Corp. 3. Ever-pleat and Quint- 
pleat Skirts for M. Lowenstein G Sons Inc. by Old Dominion 
Box Co. 4. Kaopectate for Upjohn Co. by Robert Gair Co. 5. 
Pepperidge Bordeaux and Venice Cookies for Pepperidge Farm 


Inc. by Lord Baltimore Press Inc. 6. Saran Wrap Super Roll 
for Dow Chemical Co. by Crowell Carton Co. 7. Sportsman 
Shaving Lotion and Cologne for John Hudson Moore Co. by 
Container Corp. of America. 8. Pillsbury Cake Displays for 
Pillsbury Mills Inc. by Waldorf Paper Products Co. First prizes 
were awarded in 22 categories. 


The Year’s Best in 


Five major trends were noted 

among this year’s entries in the an- 
nual awards made by the Folding 
Paper Box Assn., according to Gus- 
tav Nordstrom, assn. executive sec- 
retary: 
e The customer buying shift to self- 
service and self-selection . . . Prod- 
uct manufacturers and box makers 
appear to be gearing packaging to 
the prediction that by 1960 one out 
of every three stores will have self- 
service or self-selection to a major 
degree. 


e The trend to multi-color packag- 
ing .. . According to Mr. Nordstrom, 
“There has been a definite upgrad- 
ing of quality and durability in both 
printing and construction. There is a 
much wider use of color photos 
showing end use of products, par- 
ticularly in food items, such as 
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mouth-watering cakes and pies.” 


e The self-service trend in hardware 
...Colorfully packaged items appear 
to be taking the place of bins of 
nails and trays of loose tools. Attrac- 
tive counter display boxes contain- 
ing pliers, saw blades, do-it-yourself 
tools and even do-it-yourself plumb- 
ing fixtures are making it easier for 
the hardware dealer to sell and the 
consumer to buy. 


© The trend towards keeping ahead 
of consumers’ wishes .. . This trend 
is reflected in the emphasis by paper 
box manufacturers on easy openers, 
multi-packs, gift boxes and multi- 
packs of related items. Inspired by 
the success of beverage producers, 
packers of many other products are 
adapting carry-packs containing 
three to six items of cat food, cake 
mixes, soap, motor oil and the like. 


FOLDING CARTONS 


e The packaging of textiles .. . This 
year’s package styles for blankets, 
for example, display the product, 
help to sell it and provide the con- 
sumer with a durable storage con- 
tainer. Packaged linen towels and 
baby items are among those which 
make excellent gifts, stay fresh on 
retailers’ shelves and promote multi- 
ple sales. 


Awards were made in 22 groups 
in four general categories—superior- 
ity of printing, superiority of con- 
struction, potential new volume use 
and superiority according to end use. 

The 100 award-winners were se- 
lected from among 7,027 entries, a 
record breaking number, according 
to Mr. Nordstrom. They were judged 
on technical quality as well as gen- 
eral merits like display value, prod- 
uct protection and practicability. 44 





Other winners in this year’s FPBA competition: 9. Spin- 
nerin Sock Pak for Spinnerin Yarn Co. by Lord Baltimore 
Press Inc. 10. Modess ‘’V’’ Form Sanitary Belt for Personal 
Products Co. by Coates Board and Carton Co. Inc. 11. Spice 
Islands Herb Shelf for Spice Islands Co. by Fleishhacker Paper 
Box Co. 12. Stop & Shop for Stop G Shop by Morris Paper Mills 
13. R. G. Dun Cigars for DWG Cigar Corp. by Container Corp. of 
America and Crowell Carton Co. 14. Snippy Electric Scissors for 
Ungar Electric Tools Inc. by Royal Paper Box Co. 15. Milk 
Carrier for Ray Washburn by Cornell Paperboard Products Co. 


16. Necco Candies Family for New England Confectionery Co. 
by National Folding Box Co. 17. Brownie Holiday Flash Outfit for 
Eastman Kodak Co. by Rochester Folding Box Co. 18. Bissell 
Imperial Carpet Sweeper for Bissell Carpet Sweeper Co. by 
Robert Gair Co. 19. Seagram’s Ancient Bottle Gin for Joseph E 
Seagram G& Sons Inc. by National Folding Box Co. 20. Lux 
Toilet Soap Dispenser for Lever Brothers Co. by Robertson Paper 
Box Co. 21. Old Grand Dad for National Distillers Products Corp 
by Robert Gair Co. 22. Bullock & Jones for Bullock & Jones Co 
by Andre Paper Box Co. 
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“Slims’’ Styled for ‘‘Femmes” . 
hand in glove with high fashion, Budwei- 
ser appeals to the ladies with new 10- 
ounce Slim cans packaged in distinctive 
cartons. 


. . Going 


Brewery Styles Packages 
For Lady Beer-Buyers 


Since more women are buying 
more beer than ever before, An- 
heuser-Busch Inc., has recognized 
the feminine tendency “to buy for 
style” by packaging its Budweiser 
beer in distinctive containers and 
fashionable cartons. 

All 10-ounce Budweiser cans are 
now packaged in new “Slim” con- 
tainers that were designed for “slen- 
der appeal” and easy handling and 
storage. The cans are the same height 
as standard 12-ounce Budweiser 
cans, but smaller in circumference. 

The six-can cartons feature dainty, 
formally-gloved hands of muted gray 
on a white mat finish with highly- 
glossed red areas in a pointed bow 
shape. 

To tie-in with the new packaging 
program for Budweiser, Anheuser- 
Busch is also using the following 
point-of-purchase materials: 


e A tall and slim display piece show- 
ing chartreuse and magenta gloved 
hands with fingers extended towards 
the “Slim” can. 

e A price card to be inserted into the 
six-pack and 24 10-ounce can carton. 
e An accordion-pleated pole display 
around which six-pack cartons can 
be stacked. 

e A shelf strip for the food store 
shelves holding the new Slim cartons. 


Budweiser’s fashion packaging for 
milady is being shown nationally in 
supermarkets and food stores, tavern 
package stores, restaurants, and drug 
stores. 44 


New Products Expedite 
Rubber Stamping Jobs 


A stamp pad and ink developed for 
faster and easier rubber stamping 
work has been put on the market by 
the Faymus Div. of Bankers & Mer- 
chants Inc., Chicago. 
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When Wolf Bros., Philadelphia, started 
in business shortly after the civil war, 
the company manufactured paper bags. 
Since that time merchandise wrappings 
have come a long way, and today Wolf 
Bros. is known not only for its products 
but for its custom designs for a store's 
complete wrapping program. 

Following is a checklist of wrapping 
design uses developed by the company 
to give stores better visibility by identi- 
fication of a color or design. 


On billheads, letterheads, envelopes 
and statements 

Border for newspaper advertising 

On billboards or other outdoor store 
signs 

On store pillars 

On the panel back of wrapping coun- 
ters 

As backgrounds for store windows 

As an “advermat’’—rubber mat placed 
at store entrances 

Menu covers in store restaurants 

Jackets for books in store lending 
library 

As covering for partitions in store 
beauty shop 


The Faymus stamp pad, called 
‘“Fabricushion,” is made of foam rub- 
ber welded to cloth in a manner 
that’s guaranteed to last the lifetime 
of the pad. The pads are available in 
an unbreakable case, retail for 59¢. 

As a companion to the new stamp 
pads, “Squeeze-Ink” comes in a plas- 
tic squeeze-bottle designed to spread 
just the right amount of ink needed 
on the pad. Available in a one-ounce 
bottle, the ink retails for 49¢. 

Both the stamp pad and ink are 
made in a wide variety of colors. Ad- 
ditional information and prices are 
available. 


For your copy circle No. 729 on the 
Readers’ Service Card inside back cover. 


Catalog Lists Offset Line 
Of Duplicating Supplies 


Users of offset duplicating equip- 
ment will be interested in a three- 
color catalog listing a complete line 
of offset duplicating plates and sup- 
plies available from Colitho Division, 
Columbia Ribbon & Carbon Mfg. 
Inc., Glen Cove, N. Y. 

Subdivided into five sections—each 
dealing with a specific group of off- 
set supplies—the illustrated catalog 
contains product information on Co- 
litho’s complete line, including direct 
image paper plates, sensitized paper, 
and both negative and positive ace- 
tate and metal plates. 


For your copy circle No. 730 on the 
Readers’ Service Card inside back cover 


Wrapping Design Checklist 





Covers for fashion show programs 

In fashion shows 

For slides used in television spots 

On delivery trucks 

In window displays 

In dress fabrics 

On store doors 

On match boxes 

On store awnings 

Lamp shades 

Envelopes for soap in Rest Rooms 

Paper cups for fountains 

Cuff protectors for sales girls 

Tissue wraps 

Gummed tape 

Draperies 

Rugs and carpeting 

Handkerchiefs and scarfs 

Ad folders to hold stuffers 

Wall paper for try-on rooms, etc. 

To beautify water tank on top of build- 
ing 

Paper place mats in store restaurant 

Store trim and decoration 

Store fronts 

Transportation car cards 

Sugar cube wrappers 

Slip covers 


Dalton Razor Promotion 
Also Sells Groceries 


A three-point promotional pack- 
age to help build store traffic has 
been instituted by Belnap & Thomp- 
son Inc., Chicago. 


Designed for supermarkets, the 
three-point package is built around 
Dalton Ladies’ electric razor. It en- 
ables the supermarket to offer the 
Dalton razor for $2.69 with the pur- 
chase of $5 or more in merchandise 
and, according to Belnap & Thomp- 
son, still make a 15% profit on each 
sale. 


To tie-in with the offer, the store 
also receives the following promo- 
tional materials: 


® 12x27” window streamers in two 
colors for use on windows, counters, 
walls, or overhead wires. 

e Three-color counter card with a 
pre-cut display easel that holds a 
sample shaver already wrapped for 
purchase. The P-O-P display can be 
set up in the window, taped to the 
register or put on the check-out 
counter. 

e Pre-Promotion Ad Mat for use as 
a store imprinted ad or drop-in ad 
preceding campaign. 

e 10” by 3 col. Newspaper Ad Mat. 
e Drop-In Ad Mats for use as indi- 
vidual ads with store imprint. Ads 
are in two sizes, 1 col. by 3” and 2 
col. by 4”. 44 
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COORDINATED 


Coordinated Design . 


SIGNING 


. Marketing know-how played an important role when Sealtest 


designed this complete family of coordinated signs, most of them for outdoor use. 


You may need more than know- 
how on sign fabrication and pro- 
duction—a thorough knowledge of 
marketing can be an important fac- 
tor when you are faced with the 


problem of designing a new sign. 


Why an Industrial Designer 


For Vour Sign Program! 


By Clare Hodgman 
Director, Product Design 
Raymond Loewy Associates 
New York 


A manufacturer undertaking a na- 
tional sign program to identify his 
product at retail outlets soon finds 
he has to make decisions in a sur- 
prising number of directions, most 
of them unfamiliar. 

To get help, two courses suggest 
themselves: 


1. He may rely on the experience 
and resources of the sign builder, 
whose skills tend to focus on fabri- 
cation and production. 


2. He may enlist the broader facili- 
ties of an industrial design organi- 
zation, which probably has a thor- 
ough knowledge of marketing. 


Recent development of a new sign 


series by National Dairy Products 
Corp., New York, for its Sealtest ice 
cream served to show how the in- 
dustrial designer—in this case Ray- 
mond Loewy Associates — can con- 
tribute to the success of such a 
project. 


>Here the marketing organization 
required a new outdoor symbol 
which would identify, instantly, em- 
phatically and tastefully, stores 
where Sealtest ice cream was sold. 
The new sign must establish kinship 
with the Sealtest trademark, which 
the customer had seen both in na- 
tional advertising and on the product 
package. Not surprisingly, however, 
our study uncovered a host of other 
considerations that had to be recog- 
nized, evaluated and dealt with. 
Also, this sign bore a significant 
tag as the “Number 1” sign, meaning 
that it would become the forerunner 


of—and the design basis for—a whole 
series of kindred _ signs—valance, 
clock, back-bar, window, etc. Ob- 
viously, the value of our contribu- 
tions would be multiplied, as would 
the penalties attached to any over- 
sight. 

When our company received this 
assignment, we first analyzed the 
market to learn the advantages and 
shortcomings of similar sign pro- 
grams, and to detect trends. It is 
not amiss here to identify one of 
these trends, and a welcome one. 
That is the national move toward 
making shopping a pleasurable and 
convenient experience. So-called 
shopping centers are landscaped and 
architecturally congenial. They are 
attractive in ways undreamed of a 
decade ago. 


>For such surroundings, the sign 
designer must work, as always, for 
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for more 
effective 
impressive 
reports, 
presentations, 
etc. 











CLAREPORT* 


Jrangparenl 
REPORT 
COVERS 


Clareport* has a 
durable, transparent plastic front 
cover and a back of Strathmore 
Beau Brilliant cover stock in 8 
smart colors. Holds standard 11” 
x 814” sheets (special sizes to 
é order). 


Send for FREE sample and prices, now! 


*U. S. Pat 
LASOO1T 
e We specialize In custom-made ease! binders and 
presentation binders. Your problem solved quickly 
and inexpensively 


WRITE, WIRE OR PHONE — DEPT. J-6 


aaa) a) Company, Inc. 


317 W. 47th Street 


i 





NEED 
Magazine Clippings? 


Complete, accurate and 
prompt COVERAGE of— 


e Consumer Magazines 
e Trade Journals 

@ Farm Periodicals 

e Labor Papers 

@ Religious Publications 
@ Medical Journals 

e Society Magazines 

@ College Periodicals 

e House Organs 


AMERICAN TRADE PRESS 
CLIPPING BUREAU 


15 East 26th Street « New York 10, N. Y. 
Telephone: LE 2-5969 


. . for more details circle 758, page 105 


ALL-WEATHER 
PLASTIC PENNANTS 


DURABLE—TOUGH—BRILLIANT 


48 assorted color—18 inch Plastic Pennants 

sewed on a tough peasy tape 100 ft. long ONLY 

$4.00 ea. Dozen lots $2.60 ea. Write for quantity 

prices. Money refunded if not satisfied. CEN- 

Oe & BANNER CO., Rossmoyne 
: 0. 





. . « for more details circle 770, page 105 
VITRALUME SiGNs 
- Shape .. belaéa 


LAIN ENAMEL FINISHERS 


celia. 


any Size .. 


PORCE 


re. 
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Sign Assembly . 
land-Harper plant assembling the Type | 
Plexiglas hanging sign. 


. . Workman at Mulhol- 


attention and recognition, but he may 
not permit his sign to scream. In 
other words, the modern retailer is 
exhibiting good manners, and his 
signs must follow suit. Good taste is, 
to borrow a slogan, the basic ingre- 
dient of every project our company 
undertakes, and professionally we 
are most happy to observe its in- 
creasing acceptance. The hazard here 
was that signs, by their very nature, 
invite the unwary to violate good 
taste. 

Having taken inventory of the cur- 
rent crop, we scheduled our first 
meeting with the client’s manage- 
ment people. These preliminary 
meetings are often attended by ad- 
vertising agency account men and 
any of the client’s specialists who can 
contribute to over-all understanding 
of the problems. We are eager, for 
example, to work with sales and en- 
gineering men. These first meetings 
are devoted to general discussions; 
no decisions are reached, but we do 
establish directions. 

Sometimes it develops that the 
client may have focused too closely 
on his needs, without sufficient 
knowledge of how to implement 
them, or of obstacles with which we 
have had to become familiar. In a 
sign program, for example, he may 
be innocent of code requirements 
that govern minimum heights, wir- 
ing, hanging or actual construction. 
Emphatically, these lacks were not 
present in the National Dairy Prod- 
ucts team with which we worked; 
actually, these men furnished much 
helpful data on quantity required, 
types of location, and traffic flow. 


>From these men we learned such 
basic essentials as the applications of 
the “Number One” sign and its suc- 
cessors in the program; the probable 
dimensional limitations; and the ne- 
cessity for great visual impact in or- 
der to win immediate recognition 
from the passing motorist, even in 
areas of high density. Another im- 
portant factor introduced here was 


the competitive element—the value of 
various colors, shapes and light in- 
tensities in relation to near-by signs. 

Next I met with four men of our 
design group. After much give-and- 
take on angles of approach (and lim- 
itations on them) there followed a 
phase of this project which under- 
lines the wisdom of working with a 
multiplicity of talents, rather than 
with an individual. 

All five men retired to their draw- 
ing boards and prepared rough 
sketches of “blue-sky” designs, un- 
trammeled by concern over mate- 
rials, form, fabrication or cost. En- 
joyable as the exercises are, they 
have, paradoxically, a practical 
value. Without them, we have found, 
end results may tend to lack imagi- 
nation. With them, outstanding de- 
sign features which can be incor- 
porated with only slight modification 
into final design are often developed. 


> Several days later these sketches 
underwent a screening session at 
which they were weighed for prac- 
ticality. Useful ideas were noted and 
probable costs debated. Thus, all but 
six or seven designs were eliminated. 
These survivors were submitted to 
the client, the more likely ones in 
color. 

His committee chose three, which it 
regarded as potential “winners” on 
the basis of appearance, impact and 
cost. Finished sketches of the three 
were then prepared in the standard 
Sealtest red. By now, we were getting 
close to an acceptable shape, but had 
given no thought to the material. 
Next came illustrations of the three 
suggested designs detailed roughly to 
scale. These were mechanical layouts 
in which we located our lighting and 
drew in forms and contours; they 
could have served as a basis for the 
sign manufacturer’s estimating. 

With slight changes, one of these 
three emerged as far superior to the 
others, and the finished sketches, 
with all the suggested modifications, 
were approved by the client. 


>Now we turned to investigating 
materials—both plastics and metals. 
First, we chose plastic because of 
its sleek, finished appearance, free 
from the unsightly protuberances 
which often mar the appearance of 
metal signs. 

With that decision made, we care- 
fully evaluated all the feasible plas- 
tics, aware at this point that prece- 
dent favored the acrylic plastic 
Plexiglas, manufactured by Rohm & 
Haas Co., Philadelphia. We studied 
samples of the polyester family, and 
discarded them because they seemed 
to lack the surface beauty and live- 
liness of color which Plexiglas had, 
particularly when illuminated. The 





Sealtest Signs 


Following is a complete listing of all 
sign elements in the Sealtest program: 


@ Outdoor hanging, double-face, in- 
terior-illuminated Plexiglas sign (as 
described in article) 50x25x12"; with 
privilege panel: 50x33x12”. 


Outdoor hanging, double-panel, ex- 
terior-illuminated aluminum sign sur- 
faced with baked enamel. Furnished 
with privilege panel only; standard 
copy. special lettering or blank. 
60x39x14". 


Outdoor hanging, double-panel, ex- 
terior-illuminated aluminum sign sur- 
faced with baked enamel. Furmished 
with privilege panels only. 38x25x9”’. 


Outdoor cornice aluminum straight 
front sign surfaced with baked en- 
amel. Made up of 2x3’ panels which 
permit varying overall length. 17'4” 
x 30'9"; Sealtest panel section 33" 
high. Sealtest panel may be interior 
lighted Plexiglas panel or enameled 
aluminum. 


Outdoor cornice metal, comer ar- 
rangement, combining two other type 
signs. Based on 2x3’ panels permit- 
ting variable lengths. 33'x30’’x9"; 
Sealtest panel section 33" high. 


Outdoor hanging, double-panel, ex- 
terior-illuminated aluminum sign sur- 
faced with baked enamel. 48x24x5"; 
with privilege panel 48x34’’x5”. Privi- 
lege panel furnished with standard 
copy, special copy or left blank for 
custom lettering. 


Outdoor hanging, single-panel, dou- 
ble-face exterior steel sign surfaced 
with baked enamel. 36x18x4"; with 
privilege panel, 36x25x4". For smaller 
retail outlets; privilege panel fur- 
nished with standard or special copy 
or left blank for custom lettering. 


Outdoor hanging, double-panel under- 
dealer sign, baked enamel on steel. 
79x14x4"’. Carries Sealtest legend; de- 
signed to be placed above or below 
existing outdoor hanging sign. 


Interior illuminated electric clock with 
translucent face. 15’ dia., 5’’ deep. 


Sealtest design on translucent face. 


styrenes lacked color-fastness and 
had less resistance to weather. 

We even studied promising new 
plastics, but rejected them because 
testing was not yet conclusive in our 
opinion. We investigated the econ- 
omy of the injection molding process, 
but concluded that contemplated 
quantities did not justify this step. 


>Such Plexiglas signs, it will be 


noted, conform to our insistence on 
good taste. They are attractive by 
day, and dominant at night when 
evenly lighted from within, yet they 
accomplish their purpose without a 
trace of garishness. 

Our mechanical drawings were 
submitted to the sign builders for 
their cost estimates, because we can 
profit from the judgment of these 
men on details of manufacture such 
as a minor shift in lighting to avoid 
a slight shadow, or a fabricating 
short-cut which may be accom- 
plished with a minor design change. 
Before the award is made, however, 
we require a prototype which must 
win our approval for appearance 
and lighting effectiveness. 

Also, National Dairy Products 
Corp. submitted a model to its vari- 
ous division heads not only to help 
determine quantities, but also to en- 
list from the divisions an attitude 
of helpful partnership. In this con- 
nection, forthcoming availability of 
the new signs was announced 
through the divisions in the form of 
a promotional broadside which cov- 
ered the entire sign program. 


> As finally developed, the new Seal- 
test acrylic signs are being fabricated 
by Plasti-Line Co., Knoxville, Tenn., 
and assembled by Mulholland-Har- 
per Co., Philadelphia. They are 
rectangular, with faces that measure 
30x50”, although 36x72” signs are be- 
ing planned for areas of maximum 
traffic. The material is color impreg- 
nated red translucent Plexiglas, with 
the Sealtest logotype and the legend 
“Ice Cream” in white. The plastic 
background behind the lettering is 
routed out so that the letters show 
white against the red background. 

Plexiglas privilege panels, identi- 
fying the store ownership, may be 
suspended from these signs without 
destroying their design integrity, and 
floodlight the sidewalk below. We 
tapered the larger signs with the 
narrow end downward, which helps 
to keep them clean and increases 
their visibility when viewed from 
below, as they often are. We designed 
the metal hangers to lie closely to 
the building, because we feel that 
the ultimate illuminated sign will 
display no metal and no visible sup- 
port, appearing instead as a lumi- 
nous, floated unit of plastic. 

Even in an object as outwardly 
simple as this, we believe the con- 
tributions of a variety of design tal- 
ents are self-evident. It is a source 
of pride to see our ideas and skills, 
multiplied a thousand-fold, appear- 
ing across the land in hamlet as well 
as metropolis and working day and 
night as an effective sales stimulant 
in a most competitive field. 44 
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WHAT’S BLACK AND LIGHT 
AND READ ALL OVER? 


It’s a display or billboard done in 
“Blak-Ray!” Indoors or outdoors, its 
super-colorful fluorescence makes 
shoppers stop—and remember longer. 
Units come in all sizes, from a compact 
9-inch width all the way to the big 
weather-proof outdoor fixture that 
brilliantly fluoresces a 10-foot-wide 
area (four of these activate a 40-foot 
billboard). 


Many interesting, revealing facts 
are jammed into new Case History No. 
11R. 


Other Case Histories now available 
are “110R Visual Aids for Sales Meet- 
ing”; “14R Theatrical Effects”; “116R 
Invisible Coding Inks.” 


BLACK LIGHT CORPORATION OF 
AMERICA, Distributors for Ultra- 
Violet Products, Inc., 5114 Walnut 
Grove Avenue; San Gabriel, California. 
Distributors in principal cities. 


. . . for more details circle 764, page 105 


two more 
great signs 
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EELWORK 
by | 


BY ROBERTSON 


Leading manufacturers of SILK SCREEN 
and Lithograph signs for regional and 
national advertisers. 


* Baked enamel process—plain or reflectorized 
* Steel or aluminum 


* Quantity producers for over 30 years 


ROBERTSON SIGN CO. 


SPRINGFIELD, OHIO 


. . . for more details circle 833, page 105 
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Labels, packaging, displays, brochures, calendars. 
Modern one-stop shopping coordinates your complete promotion 
program. Planned by creative designers with success 
stories in every major marketing field . . . produced by 
scientific quality control. Bronzing, embossing, 
die-cutting and every sort of varnishing, including 
our exclusive Consol-Lustre. 


Laboratory-testing for scuff and fade resistance. 


Won't it be worth your while to use this 
efficient, one-stop shopping plant? 


Consult Consolidated on your next promotion plan. 


Window, Counter or Merchandising Displays in Light, Motion or Dimension 


. . for more details circle 777, page 105 





If advertising agencies recognize 
the value of point-of-purchase ad- 
vertising, they should take over re- 
sponsibility for it from suppliers or 
clients will be forced to create their 
own equivalent of the agency to 
serve them more efficiently on dis- 
plays. 

How and why the ad agency 
should interject itself into this me- 
dium was the highlight of the Point- 
of-Purchase Advertising Institute's 
merchandising forum, theme of 
which was, “Getting the Most Out 
of Your P-O-P Advertising.” The 
forum kicked off POPAI’s three- 
day seventh annual symposium and 
exhibit April 10-12 in New York’s 
Sheraton-Astor. 

E. F. Schmidt, sales promotion 
manager, Blatz Brewing Co., Mil- 
waukee, offered some pointed advice 
to agencies on their responsibility in 
point-of-sale advertising. His advice, 
five do’s, was this: 


1. Train or hire creative personnel 
capable of working and thinking in 
three dimensions. 


2. Set up a method of compensation 
which will permit the agency a rea- 
sonable profit on point-of-purchase 
advertising. 


3. Include point-of-purchase adver- 
tising plans as an integral part of all 
agency advertising proposals. 
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Convention Report: 


‘The Agency's Role 


In Point-of-Purchase 


\dvertising 


‘4 


POPAI speakers tell how and why agencies 


should interject themselves into p-o-p 


displays if they are to meet their 


4. Assume responsibility for the su- 
pervision of production of point-of- 
purchase advertising materials. 


5. Undertake research in the effec- 
tive use of point-of-purchase adver- 
tising materials for clients. 


The present-buyer supplier rela- 
tionship between P-O-P producers 
and advertisers is wasteful, ineffi- 
cient and antiquated, he said. He 
blames the ad agency for this situ- 
ation. 

Displays as an advertising medium 
are as important and potent as any 
media the agency normally consid- 
ers to be its province, but the agency 
has not interjected itself into the 
field to any appreciable degree, ac- 
cording to Mr. Schmidt. He listed 
these five reasons: 


1. Agencies are aware that their cre- 
ative personnel are not trained in the 
p-o-p advertising field. Usually 
when ad agencies come through with 
recommendations for p-o-p adver- 
tising, the recommendations have 
originated with a creative lithog- 
rapher called in to consult with the 
agency on the problem. 


2. Agencies make their 


money on media commissions, and 
take a dim view of a medium in 
which virtually all money is ex- 


pended for production. Having been 


usually 


full responsibility. 


forced over the past 25 years to add 
more and more services, the agency 
nets as little as 3% profit today and 
does not need a new way to lose 
money. 


3. Agencies know their clients’ dis- 
tribution methods, products and 
other intimate details, recommend 
where and how the advertiser spend 
his money, and even create the mes- 
sage to deliver to the consumer for 
print and broadcast media. But the 
advertiser with money to spend on 
point-of-purchase advertising is 
virtually without unbiased advice, 
with lithographers recommending 
lithographed displays, plastics fabri- 
cators recommending plastic signs 
and merchandising agencies doing 
business with as many of the adver- 
tiser’s competitors as they possibly 
can. 


4. Agencies long ago discovered they 
could do their best work for only 
one advertiser in each field for print 
and broadcast media, but have not 
wanted to be in the point-of-pur- 
chase picture. If they had wanted to, 
they could have done so easily, with 
their strong alliance with the adver- 
tiser. 


5. Agencies forget the fact that 
point-of-purchase materials are really 
advertising materials. The word “ad- 
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vertising” is frequently omitted, with 
all sorts of euphemisms used, such 
as dealer helps, merchandising dis- 
plays, point-of-sale displays, to help 
them forget p-o-p is another potent 
medium in their province. 


“You need only visualize the same 
situation applied to magazine adver- 
tising to see how antiquated it all 
is,’ Mr. Schmidt concluded. “Imag- 
ine, if you will, an advertiser calling 
in Life, Collier's and The Saturday 
Evening Post to recommend an ad- 
vertising campaign and to submit 
competitive bids for the space.” 


> Max E. Buck, director of advertis- 
ing, merchandising and promotion, 
National Broadcasting Co., New 
York, suggested to members of the 
institute that personal salesmanship 
be re-introduced into retail selling 
by mechanically reproducing in the 
stores the same messages heard on 
radio and television. 

Some suggestions he listed were 
these: 


e Recordings of lipstick commercials 
in department stores, on product 
features that sales clerks often neg- 
lect. 


e Cheese commercials from televi- 
sion, repeated by the announcer at 
the cheese department, as a reminder 
in supermarkets. 


By bringing the voices of the stars 
to the stores, you may arouse in the 
breast of the retailer a fresh desire 
for your point-of-sale material, he 
said. “Two billion dollars is being 
spent this year on television sales- 
man, and you can get a free ride on 
that two billion bucks,” he said. 

Mr. Buck, saying that display ma- 
terial is one dimensional and lacks 
the common touch, added that point- 
of-sale advertising is primarily “re- 
minder” advertising. Such reminder 
advertising, he said, could be best 
delivered by the star of the original 
commercial. He listed these exam- 
ples: 


e Ralph Edwards and Hazel Bishop 
lipstick. 

e Arlene Frances and Sweetheart 
Soap. 

e Dorothy Collins and Lucky Strike. 
@ Jack Webb and Chesterfields. 

e Ed Sullivan and Mercury. 


William P. Delaney, merchandising 


specialist for sales promotion and 
point-of-sale materials, General 
Foods, White Plains, N. Y., told how 
p-o-p is integrated with over-all ad- 
vertising there, and the idea sold to 
supermarkets. He listed some selling 
points: 


1. Acquainting the sales force with 
the coming promotion, via sales bul- 
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Moderator . . . Ralph Head, account su- 
pervisor, Batten, Barton, Durstine G Os- 
born, who moderated the forum, answers 
a questioner from the audience. 


letins, district meetings and illus- 
trated flip-flops. 


2. Introducing a sales presentation 
piece to the buyer, supermarket man- 
ager or merchandising committee, 
say a four-page folder with a recipe 
theme, ad reprint, the schedule of 
national and store magazines in 
which the ad would appear, an illus- 
tration of a General Foods sponsored 
show with pictures of the stars, plus 
mats and electros for local adver- 
tising. 


3. Full-color 8x10 photographs 
printed by short-run offset, spelling 
out dimensions of the display, ca- 
pacity, flexibility, for 
show to the trade. 


salesmen to 


Maynard E. Wiggins, art director 
of Cities Service Petroleum, New 
York, said that point-of-purchase 
advertising has been developed as 
one of the gas-and-oil industry’s 
most effective techniques “in the 
battle of octanes.” He pointed out 
that the average customer’s pur- 
pose in driving into the station is to 
buy gasoline. The problem of the 
service station operator is to stimu- 
late that established buying mood 
into all-out buying enthusiasm. 


>This is done in several ways, he 
said. To improve the approach to 
the customer and to capture his at- 
tention in a minimum of time, 
planned promotions, several times a 
year. He listed these results: 


e The dealer looks forward to the 
next point-of-purchase promotion, 
recognizing the need for this type of 
material, faced as he is with the 
heavy high-pressure competition 
surrounding him. 

e The customer is approached and 


captured, and returns, partly service 
and partly banners, whirlers, win- 
dow streamers create a festive at- 
mosphere. 


Richard Hofmann, Hofmann Drug 
Store, Ottumwa, Ia., said he most 
frequently uses the do-it-yourself 
type display, depending on material 
furnished by various manufacturers. 
He listed these variations of use: 


e The window display exactly as in- 
dicated on the carton. 

e The background material only, 
varying the rest of the window to 
suit his purpose. 

e A window used as a storeroom, 
heavily loaded with merchandise. 

e One or two items only, dramatized 
by arrangement and lighting. 


Dan McCormick, independent gro- 
cer, St. Pauls, N. C., three-time win- 
ner of a Brand Names Foundation 
retailer-of-the-year certificate, had 
three criticisms of point-of-purchase 
displays. They were: 


e Mobiles—so attractive they de- 
tract from selling. 

e Displays — some too large. 

e Tie-in displays —related-item 
promotions often don’t click when 
items aren't too closely related. 


Mr. McCormick came up with two 
observations on what he considers 
“hotspots” in the average store. He 
considers these the area immediate- 
ly after a customer leaves “Meat,” 
and further on at the checkout 
counter. 


>Conversely, he said his 1800- 
square-foot store has some “cold- 
spots.” The gondola at the end of 
the first aisle is a coldspot because 
the customer is not yet ready to buy. 
Another one, at least for recipes, is 
the checkout counter. Best place for 
them is at the point-of-sale, not the 
cash register, he finds. 

In a question-and-answer session 
following the forum, A. O. Meyer, 
manager of the merchandising de- 
partment, Leo Burnett Co., Chicago 
ad agency, leveled some hard criti- 
cism at p-o-p suppliers. Mr. Meyer 
said suppliers look upon p-o-p ad- 
vertising as a piece of paper or card- 
board to be sold. 

“It is actually the creation of ideas, 
and that’s what we’re looking for,” 
he said. “We have some accounts 
using point-of-purchase, but I sel- 
dom recall a supplier visiting our 
merchandising department with 
ideas, rather than trying to sell a 
piece of paper.” 

He was seconded by Ralph Head, 
account supervisor, BBD&O, who 
said,“Other media boys don’t make a 
sale on the spot. We don’t know you 
guys. We’re always available.” 44 
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vacation time is 
‘S57 Calender Time 


....and it is also time to order FALPACO Coated Blanks for 
——, your calendar trade. 


FALPACO blanks have that smooth, even coating that distinguishes quality boards 
from the run-of-the-mill. FALPACO...and only FALPACO... gives you a choice 
~ of three separate coatings: for offset, letterpress or screen process. Each one is 
specifically designed for high-fidelity reproduction. Another important feature of 
FALPACO blanks is their even absorption of just the right quantity of ink to permit 


==- quick drying, while retaining all of the opacity and brilliance of fresh-milled colors. 
—~—— Ask your paper merchant for samples. 


NEW YORK OFFICE—500 FIFTH AVENUE, NEW YORK 36, N. Y. MILLS: FITCHBURG, MASS. 
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Better Than Ever... 


1956 Popai Show Presents Improvements 
Of Established Display Techniques 


Visitors at the 1956 Point-of-Pur- 
chase Advertising Institute show in 
New York who came seeking new 
things probably went away quite 
disappointed. But those who came 
seeking ideas and quality found 
plenty of both on the exhibit floors 
at the Hotel Sheraton-Astor. 

This was the year for refinement 
of already proved display techniques, 
with primary emphasis on new adap- 
tations of established ideas . . . and 
vast improvements in quality in most 
every medium of the p-o-p field. 

If any single thing stood out from 
the nearly 80 exhibits at the show, it 
was a clear indication of the ingenu- 
ity of display creators. Just as one 
example, there were literally hun- 
dreds of different displays on exhibit 
in various booths which incorporated 
battery powered animation with lith- 
ographed cut-outs. 


> But creative ingenuity wasn’t the 
only stand-out feature of the show, 
which dazzled with color and illumi- 
nation. It was clearly evident that 
there is no longer any room for ad- 
vertisers who are willing to settle 
for less than the highest quality in 
their displays. In many cases, dis- 
plays which only a year or two ago 
could be considered passable, pri- 
marily because they were “new,” 
could not have stood up for a minute 
in competition with the vastly im- 
proved quality of items on exhibit at 
the 1956 POPAI exhibit. And, with 
competition keen for almost every 
square inch of available display 
space in the nation’s retail establish- 
ments, quality is essential for win- 
ning point-of-sale material. 

AR’s editors made several tours 
of the POPAI exhibits, selecting lit- 
erature which would make a valu- 
able addition to the reference files 
of point-of-purchase advertisers. 
While it is impossible to catalog each 
individual piece of reference litera- 
ture which was available at the show, 
the following items were chosen as 
representative of the printed infor- 
mation available. - 

For your copy of any of the fol- 
lowing items, just circle the number 
on the Readers’ Service Card inside 
the back cover of this issue which 
corresponds to the number preceding 
the description of the item below. 


701 .. Marketing Devices Inc., New 
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York ... An eight-page folder de- 
scribes the company’s “push button 
catalogs,” which utilize Bates List- 
Finder Indexes. Similar to the com- 
mon push button telephone indexes, 
the unusual catalogs have printed 
product information replacing the 
alphabetical phone number pages, 
putting sales data in position for 
“automatic selection.” 


702 . . Niagara Lithograph Co., Buf- 
falo ... An actual example of a full- 
color display miniature shows how 
additional merchandising of display 
material is available at low cost. The 
Niagara “Selling Display in Minia- 
ture” has two folds and a tab which 
is inserted into a die-cut slit to form 
a display tent. 


703 ..R. R. Kellogg Advertising 
Services Inc., Los Angeles . . . Two 
king-size postcards in brilliant colors 
show Kellogg’s “Easi-Up” giant cans 
and “Mir-O-Forms.” The cans are 
giant replicas of original product 
containers, which can be shipped 
flat, assembled in seconds, rolled up 
and reused. Extremely lightweight, 
they are translucent, permitting in- 
terior illumination. Mir-O-Forms 
are deep-drawn three-dimensional 
plastic displays and plaques designed 
to give appearance of highly polished 
metal. 


704 .. Tigrett Industries, Jackson, 
Tenn. ... One of the show’s top at- 
tention-getters was an adaptation of 
a novelty toy, commonly known as 
the “Drinking Duck.” Described in 
a four-page folder is the Thermex 
motor, which uses the same principles 
applied to give animation to the toy. 
It is a tube-type motor that operates 
on a temperature differential of 
about one degree between the two 
ends. This differential can be ob- 
tained by a small amount of heat at 
the bottom end, or the application of 
water to the top. The motors have no 
moving parts, but can be used to 
provide animation to a number of 
different types of displays. Several 
applications are shown in the folder. 


705 . . Eye-Beam Displays Inc., Mil- 
waukee ... Miniature samples and 
literature show and describe an un- 
usual printed display, which employs 
a special easel. Through use of the 
easel, flat sheets of relatively light- 


weight paper can be held rigid in a 
vertical position. The displays can be 
shipped flat or rolled up into a tube. 
Available in a number of sizes, the 
displays are both economical to pro- 
duce and particularly economical to 
ship. 


706 . . Chanal Plastics Corp., Brook- 
lyn ...A six-page folder shows a 
dozen unusual vacuum-formed plas- 
tic displays, including giant product 
replicas, advertising clocks, lighted 
dealer signs, merchandising mate- 
rials and wall plaques, with complete 
descriptions of each item. Included 
is information concerning imprint- 
ing of signs with individual dealer 
names in three-dimensional letters. 


707 . . Majestic Creations Inc., Wood- 
side, N. Y.... Barometers, thermom- 
eters and game plaques are among 
32 display items illustrated and de- 
scribed in an eight-page booklet. In 
addition to their use for point-of- 
purchase disvlays, the items can be 
imprinted for premium or gift use. 


708 . . Raymond C. Adams Displays, 
Boston ... A packaged collection of 
descriptive literature covers a num- 
ber of different display, packaging 
and exhibit items made of corru- 
gated and solid fiber board. Of spe- 
cial interest is a series of inter- 
changeable display units, selling for 
as low as $23, which can be used for 
in-store merchandising and/or show 
exhibits. A typical unit, which makes 
up into an 11'9”x7’8” display unit and 
sells for $49.75, consists of a head- 
piece, three center panels, two col- 
umns, two side panels and two dis- 
play tables. The literature also shows 
dozens of other types of displays and 
shipping containers, including giant 
product replica floor display stands. 


709... Martin Lewis Associates, Phil- 
adelphia ... A folder shows an actual 
sample of Air-Lite, a_fire-proof, 
plasticized fiber material, which 
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“T've been saying it for 37 years and 
I'll say it again, ‘Thompson, you make 
a lousy O’.” 





looks like cotton. Air-Lite can be 
die-cut into any shape and decorated 
for display use. It can be compressed 
as thin as a sheet of cardboard, yet 
springs up immediately to a thick- 
ness many times its compressed size. 
It is, of course, extremely light- 
weight. 


710 . . Container Corp. of America, 
Chicago ... A colorful 16-page book- 
let shows 37 unusual items produced 
by the specialty division of CCA. 
Included are spectacular displays, 
floor stands, display shippers, counter 
displays, shelf extenders, premiums 
and paperboard promotions. Items 
included range from Pillsbury’s illu- 
minated lamp post display, which 
had re-use value in the dealer’s 
home, to a paperboard hatrack dis- 
play for Texas Hats and package 
inserts used as children’s premiums 
by Kellogg’s Rice Krispies. 


711 . . Chicago Show Printing Co., 
Chicago . . . Over 100 successful dis- 
play ideas are included in a 24-page 
booklet, “Selling America on the 
Move.” The examples, actual illus- 
trations of displays which have been 
used effectively by many of the na- 
tion’s leading advertisers, cover a 
wide variety of different types of dis- 
plays. Of special interest is a com- 
plete description of Squee-Zel, an 
unusual three - dimensional printed 
display which ships flat, yet can be 
erected in just a second by merely 
squeezing a patented built-in easel 
mounted on the back. 


712 . . Oakton Engineering Corp., 
Evanston, Ill. ... Oakton’s Robotape, 
which brings automation to the 
point-of-purchase, is illustrated and 
described in special literature. Robo- 
tape is a device, using a tape record- 
ing, which can demonstrate product 
features while delivering a_ sales 
message. Recorded inaudible signals 
are used to activate anything with 
light or motion. 


713 . . Consolidated Lithographing 
Corp., Carle Place, N. Y.... Litera- 
ture describes Roto-Sell, a revolv- 
ing shipper-merchandiser for counter 
display. A low-cost unit, Roto-Sell 
can be adapted to merchandising dis- 
play of almost any relatively small 
items, such as watches, pens, scis- 
sors, screw drivers, fish hooks, etc. 


714... Marketing Enterprises Co., 
New York ... Miracle plastic decals, 
which can be applied in three sec- 
onds, are described in a four-page 
folder, which contains an actual sam- 
ple of the product. Made of a special 
plastic which clings to any non- 
porous surface without the use of 


water, glue or tape, the decals can 
be used on display cases, windows, 
counters or the product itself. In ad- 
dition to ease of application, the de- 
cal can be quickly removed and re- 
used as often as desired. 


715... Bemiss-Jason Corp., Redwood 
City, Cal. .. . Vari-Panel merchan- 
dising kits are described in a folder, 
which shows a wide variety of appli- 
cations for printed corrugated paper. 
Among the uses described are bor- 
ders, valances, shelf talkers, window 
posters, wire hangers, display awn- 
ings, bin-wraps and counter fronts. 
The low-cost, heavy-duty paper dis- 
plays are available in a wide variety 
of sizes and designs, with colorful 
printing on either the smooth or cor- 
rugated side. Special Bemiss-Jason 
equipment handles unusually large 
printing areas, which permits pro- 
duction of a variety of different dis- 
plays in one run. 


716... Spangler Sign Works, Phila- 
delphia ... Full-color illustrations of 
12 plastic dealer identification signs 
are shown in a broadside, which out- 
lines 18 advantages of Spangler signs. 
Included are examples of dealer 
signs with foreign language mes- 
sages. 


717... Perfo Mat & Rubber Co. Inc., 
New York ...A folder shows exam- 
ples of a dozen Advermats, rubber 
floor or counter mats containing ad- 
vertising messages. The folder con- 
tains an offer for free hand-cut sam- 
ples of this widely accepted type of 
point-of-purchase advertising. 


718 . . Schmidt Lithograph Co., San 
Francisco . . . One of the most color- 
ful pieces of literature available at 
the POPAI show was Schmidt’s “At- 
tention Starts the Sale!” Printed in 
full color, the 16-page booklet both 
describes the company’s facilities and 
shows a wide variety of p-o-p mate- 
rials, labels, cartons and other litho- 
graphed material. Among the fea- 
tures in the booklet, Schmidt's 
complete merchandising counsel 
services are described. 


719 . . Goodren Products Corp., En- 
glewood, N. J... . Actual samples of 
Goodstix displays are featured in a 
handy file folder, which gives de- 
tailed specifications for a number of 
different styles. Included are Good- 
stix signs, posters, streamers, product 
labels, continuous rolls, full-color 
gravure and three dimensional 
“popped out” formed displays. Good- 
stix features brilliant color printing 
on crystal clear, flexible plastics, 
with pressure-sensitive adhesive 
strips for rapid mounting. 


Copyfitting 
got you down? Get the 


HABERULE 


Visual 


COPY-CASTER 


Discover for yourself how much faster, easier and 
more accurately you can copyfit all type jobs with 
this new, completely revised Haberule. Tens of 
thousands of artists, ad-men, printers, copywriters, 
editors, students save hundreds of hours and dol- 
lars in costly resetting with this nationally famous 
copy-caster. Why don't you? At your artist supply 


store or direct. Complete with gauge, only $7.50 
THE HABERULE CO. 
BOX AR-245 » WILTON, CONN. 
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Get your BASIC 


MARKET DATA 
the easy way! 


Why strain when you can 
get all the basic market 
data about every major 
trade and industry easily 
and quickly in IM’s 
Annual Market Data & 
Directory Number, June 
25th. Nothing else like it 


anywhere! 


Trial subscription brings 
you one copy of IM each 
month plus the annual 
556-page Market Data 
Number—all for only $3. 


Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 


Enter my year’s trial for $3. 
My money back any time I’m 
not satisfied. 


NAME_ 


COMPANY 


STREET 


CITY 


STATE_ 


(1) $3 enclosed () Bill firm () Bill me 
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SALES-MAKING 


Decal... 


BECAUSE THEY DEMAND ATTENTION 


“Remindership” advertising at the point- 
of-sale pays off in extra sales. And at the 
point-of-sale, decals often serve best because 
they’re colorful, practically permanent and 
acceptable to most dealers. They're easy 
for your salesmen to carry and apply. 


Prentice decals have bright, sun-resistant 
colors and tough films that make applica- 
tion easy without waste. 


Write today for decal estimates of your 
designs or we'll submit sketches for ap- 
proval. Write Dept. A-6 for samples. 


PRENTICE Propucts Co. 


LINCOLN HIGHWAY EAST 
FORT WAYNE, INDIANA 
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DESIGNERS’ MAT 
WATER COLORS 


Opaque 
Brilliant 


Fine Artist Quality Opaque Designers’ 
Colors for illustrating and all commer- 
cial art. For brush or airbrush. Selected 
palette of 45 colors—in %-oz. glass jars. 


COLOR CARD ON REQUEST 


F. WEBER he 


Monufacte 


ce 


PHILADELPHIA 23 
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720 .. Tel-A-Sign Inc., Chicago... 
Double-faced plastic outdoor signs, 
window signs, transparency displays, 
store dominators and cash register, 
back bar and counter wall plaques 
are illustrated in full color in a fold- 
er. Of special interest is information 
and illustrations of two new types of 
illuminated signs: Tel-A-Glo and 
Dynalite. Tel-A-Glo is an illumi- 
nated plastic sign which is said to 
“look like high-power neon.” Dyna- 
lite has a special method for incor- 
porating animation in plastic indoor 
and outdoor signs. 


721. . Queens Lithographing Corp., 
Long Island City, N. Y....A die- 
cut flyer describes the company’s 
lithographing facilities, plus the mar- 
keting and merchandising services 
of an affiliate, Color-Craft Display 
Corp. Illustrated on the unique flyer 
are examples of a variety of printed 
and vacuum-formed displays and 
other items produced by the com- 
pany. 


722 .. Beeco Inc., Chicago ...A 
full-color broadside shows 15 glass 
displays ranging from a Pepsi-Cola 
menu board display to mirror dis- 
plays for such companies as Mojud 
Hosiery and Pabst. The broadside in- 
cludes a description of the advan- 
tages of glass p-o-p displays and 
Beeco’s facilities. 


723 . . Display Guild, Elmhurst, N.Y. 

. Several effective merchandising 
displays are shown in a folder, which 
includes details on the company. II- 
lustrations range from a clock sign 
for Bulova to product merchandisers 
for Texcel Tape and American Op- 
tical Co. sun glasses. 


Whimsical Sales Approach . . . Motion 
display for General Electric’s automatic 
water heater stresses continuous hot water 
with endless lineup of boys plunging hap- 
pily into steaming water. A circular, mo- 
tor-driven panel rotates four cartoon-type 
figures individually. 


724 .. Thomas A. Schutz Co. Inc., 
Morton Grove, Ill. ... A case history 
showing how industrial design can 
be applied to the p-o-p industry is 
featured in a colorful eight-page 
folder. The case history covers a mul- 
tiple vitamin display cabinet pro- 
duced for Upjohn. A wide variety of 
other unusual displays are illustrated 
in the booklet, covering such items 
as an illuminated planter for Burger- 
meister beer, illuminated show 
globes for Parke-Davis, toothbrush 
merchandiser for Pro-phy -lac-tic 
and a series of Pillsbury dioramas 
of lithographed cardboard designed 
for supermarket use. 


725... Lutz & Sheinkman, New York 

. A folder features impulse creat- 
ing displays for such advertisers as 
Neolite, Piel’s beer, Cutex, Gulf Oil 
and Mennen. The illustrations indi- 
cate the scope of lithographed dis- 
plays in use today. 44 


* 


Special Promotion Tool . . . Magic Lantern 
display ‘‘writes’’ winning message for cus- 


tomer holding specially treated card. 


Special Promotion Cards 
Write Winning Message 


A sales promotion tool called 
“Magic Lantern” has been devel- 
oped by Custom Displays Inc., War- 
ren, O., for use in supermarkets, 
theaters, trade shows, etc. 

Adaptable to any situation where 
cards may be handed out to cus- 
tomers or visitors, the Magic Lantern 
holds 500 cards—20 of which are win- 
ning ones. 

Each participant holds his card or 
ticket under the window of the unit 
and hidden light rays spell out—with 
fluorescent fluid glow—the word 
“winner.” 

Designed as a colorful display unit, 
the Magic Lantern is pale blue with 
black wrought iron legs and is dec- 
orated with white candy stripes. The 
display lists at $60. 44 





Sales Incentive Tool . 


Conquered: 
Hannel Board 
Stoop, Clutch and Crutch 


New methods and techniques have 


removed the hazards from flannel board 


presentations. Here’s a checklist of 


“seven deadly sins”’ with some positive 


. Used here as a semi-permanent dis- 


play piece, flannel board becomes effective sales incentive. 


The following article, which de- 
scribes latest methods in flannel 
board presentation, was developed 
in large part from material by Florez 
Inc., Detroit. Included in the article 
is significant material from Tom Car- 
roll, assistant to the executive vice- 
president of the National Cotton 
Council. 


The flannel board, first used by 
missionaries in telling Bible stories, 
has now been developed into promi- 
nence as an effective visual tool for 
you and your company. 

Further, the “stoop, clutch and 
crutch” factor of flannel board pres- 
entations has at last been conquered. 


e The “stoop”... is the bending by 
a speaker to pick up a fallen visual 
symbol. 


e The “clutch” is his steadfast 
clinging to or waving the symbol, 
thereby distracting his audience. 


e The “crutch”... is his depending 
so much on the symbols that he for- 
gets his purpose should be the trans- 
mission of ideas, not the proper place- 
ment and arrangement of pretty 
symbols. 


All of these problems have been 
mastered by new production methods 
and new techniques for speakers. 


> Improved techniques in the “how 


to” of using the flannel board pres- 
entation now enable a speaker to 
“rehearse out” his faults and to 
“practice the positive” new methods. 

As for techniques, here are the 
“seven deadly sins” of flannel board 
presentation as selected by Tom Car- 
roll, assistant to the executive vice- 
president, National Cotton Council, 
with some positive suggestions: 


1. Symbol-waving . . . The speaker 
grabs a visual, or a handful, and 


Company Sales—Past and Future . 


techniques for overcoming them. 


speaking vigorously, he chops or jabs 
at the audience, using the symbols as 
a weapon. Or, he teases the audience 
with subtle glimpses of symbols to 
come. The answer: Don’t! 


2. Discarding ... The speaker, having 
failed to sort the symbols in advance, 
looks carefully through his stack, 
studies one, decides not to use it, 
tosses it aside, studies another, etc. 
By now the audience is more inter- 
ested in the unseen than it could ever 
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Use of symbols on wide flannel board ‘’chart”’ 


vividly portray company’s sales history and acts as sales incentive for the future 
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VISUAL 


ADVERTISING 


Maggie 
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NEWEST TECHNIQUES 
FOR VISUAL DISPLAYS 
AND PRESENTATIONS 


Magnets on 
steel chalk- 
boards pro- 
vide a mod- 
ern, flexible 
means for il- 
lustrating 
ideas visually. 
Widely used 
on TV. 


Fastest form 

of visual con- 

trol. Magnetic 

control sys- 

tems excel in 

speed, flexibil- 

ity and econ- 

omy re 
Send for Free 
Descriptive Literature: 


MAGGIE MAGNETIC, INC. 


Dept. A, 39 W. 32 St., W.Y.C. 1 Tel: LO 5-0277 
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How To Get Things Done 
Better And Faster 


BOARDMASTER VISUAL CONTROL 


* Gives Graphic Picture—Saves Time, Saves 
Money, Prevents Errors 

* Simple to operate—Type or Write on Cards, 
Snap in Grooves 

* Ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 


* Made of Metal. Compact and Attractive. 


Over 60,000 in Use 


Full price $49.50 with cards 


24-PAGE BOOKLET NO. R-400 
| FREE | Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street * New York 36, N. Y. 
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hope to be in the seen. The answer: 
Sort your symbols beforehand. If you 
must discard, do it quickly. 


3. Anticipating . . . The speaker lets 
his hand anticipate the voice. The in- 
stant the symbol is revealed, the au- 
dience shifts its attention to the new 
card, paying scant attention to what 
the speaker is saying. The answer: 
Timing is an important factor in the 
presentation. Rehearse applying the 
symbols. 


4. Troweling . .. The speaker fondly 
smooths and flattens the symbol 
with the sensitive gestures of a crafts- 
man using a trowel. This pushes au- 
dience attention to the action taking 
place rather than to the idea repre- 
sented by the symbol. The answer: 
Place the symbol on the flannel board. 
Then keep hands off! 


5. Backsiding . . . The speaker turns 
away from the audience, seemingly 
more interested in the artistry of his 
handiwork than in his listeners. The 
answer: Casual placing of the cards 
will usually bring some disarray. But 
you're working with ideas, audience 
attention and interest, not trying for 
a prize in design. 


6. Blocking . . . The speaker stands 
in front of part of the flannel board, 
blocking it from the audience. This 
not only is self-defeating the purpose 
of using symbols, it is poor manners. 
The answer: Blocking may be mo- 
mentarily necessary when placing 
symbols, but then move aside. 


7. Telescoping . .. The speaker places 
a series of symbols on the flannel 
board in such rapid sequence that the 
audience does not have time to regis- 
ter the meaning of each card. This 
means the audience will understand 
none. The answer: Don’t jam one 
symbol on top of another. Don’t rush 
from one symbol to another. 


Sales Schoolbook . . . Ingredients neces- 
sary for successful selling are vividly dem- 
onstrated in flannel board display. 


For Navy Recruiting . . . Special flannel 
board prepared for U. S. Navy enables 
prospective recruits to visualize ‘‘joining 
benefits’’ during recruiting speech. 


> Now that the “don’ts” have been 
covered, let’s consider some proven 
positive techniques. 

If you sense that most of your audi- 
ence has never before seen a flannel 
board, take a moment to explain the 
mystery. An audience puzzled by the 
mechanics of the operation will pay 
scant attention to you and your ideas. 

Pointing or other use of your hands 
will give emphasis to the symbol you 
are discussing. If you make a second 
reference, adjust it slightly on the 
board, or move it to draw attention 
once again. 

“Pausing” is an effective device. 
One way is to halt momentarily be- 
fore you place the symbol on the 
board. Another is slightly to increase 
your pace in leading up to a major 
point. Then stop talking. The silence 
gives added emphasis. 


> Perhaps the best device or advice 
possible is confidence. This can make 
or break any presentation. The 
speaker must feel that he can do an 
effective job of putting across his 
ideas, using the flannel board method. 
The above tips on technique, knowl- 
edge of subject and rehearsal can go 
a long way in developing your con- 
fidence in using flannel board. 

The flannel board can’t make any- 
one a good speaker. But it can cer- 
tainly help, if properly used. In some 
cases, however, this board has be- 
come a crutch. Speakers have become 
so engrossed in the mechanical part 
of what they are doing they have for- 
gotten that their mission at the meet- 
ing was to transmit ideas, not sym- 
bols. 

These people were using the flan- 
nel board as a crutch. 

The board was not designed for 
that purpose. 44 
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Chet leat so Softee 


BECKETT BRILLIANT OPAQUE 





Color photo courtesy 


The Chemstrand Corporation. 


Blanket in photo is 
made of 100% Acrilan® 
acrylic fiber. 


We're assuming, of course, that the copy sparkles, that the layout 
and art are the work of a genius. 


When it comes to putting the masterpiece on paper, can you 
afford to pinch pennies? 


More and more, leading direct-mail advertisers say “NO”! They 


specify premium-quality paper for all their offset lithography. 


Pace-setter in this trend is the sheet on which this insert is printed, 
Because its super-whiteness is matched by its super-opacity, in most 
printed productions one weight lighter of Beckett Brilliant Opaque 
than run-of-mill offset paper is indicated. 


Try Beckett Brilliant Opaque on your next job. Or, make a split 
run with Beckett Brilliant Opaque and any standard offset sheet, and 
you'll get a convincing demonstration of the superior printability of 
this famous super-quality grade. 


Beckett Brilliant Opaque is surface-sized. In addition to Vellum, 
it is supplied in Halftone and a variety of embossed finishes; in five 
book paper weights—50, 60, 70, 80 and 100 Ib.—and in four cover 
paper weights—50, 65, 80 Ib. and double thick. A request to your 
paper merchant or to us will bring samples to your desk. 


THE BECKETT PAPER COMPANY 
HAMILTON, CHIO 


Makers of Buckeye Cover, Duplex Buckeye Cover, Beckett Cover, Spanish Grain 
Duplex Cover, Beckett Brilliant Opaque Cover, Beckett Text Cover, Buckeye Text, 
Beckett Text, Tweed Text, Beckett Vellum, Beckett Offset, Beckett Brilliant Opaque, 
Beckett Hi-White, Greetings, Announcements, Writings and Specialties. 


THIS IS BECKETT BRILLIANT OPAQUE, CORAL FINISH, 80 LB. 





Admen Offered Details 
On Wide Screen Line 


Information on a complete line of 
portable tripod, wall-hanging and 
frame-type projection screens de- 
signed to accommodate the rapidly 
growing field of wide-screen photog- 
raphy is available from Radiant Mfg. 
Corp., Chicago. 

According to the company, the 
projection screens give highest qual- 
ity reflection in all aspect ratios from 
1.33 to 1 (width to height), to a full 
ratio of 2.66 to 1. 

Tripod screens—for use in project- 
ing extra wide pictures—are available 
in sizes up to 96”, while wall and 
ceiling screens are available in stand- 
ard sizes from 5’ up. 

A typical screen in the Radiant 
line is one with a light weight, alu- 
minum frame, in sizes from 4x10’ to 
8x20’ (or larger). This screen can be 
quickly and easily assembled “on- 
the-spot” for large audience show- 
ings and can be “flown” from an 
auditorium ceiling or used as a floor 
screen. Available with Radiant’s 
matte-white, glass-beaded or Supe- 
rama silver fabric, the screen is re- 
ported to be ideal for all types of 
projection. 

Sizes and prices for Radiant’s com- 
plete line of wide screens are avail- 


able. 


For your copy circle No. 741 on the 
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A-V Presentation Tips 
Offered by Sawyer’s Inc. 


Tips on preparing audio-visual 
presentations as well as a compre- 
hensive list of 112 uses of stereo- 
scopic pictures are included in a 
booklet, “112 Ways to Use 3-D Pic- 
tures for Profit,” by Sawyer’s Inc., 
Portland, Ore., manufacturer of the 
View-Master stereo viewer. 

The booklet emphasizes the com- 
pany’s View-Master Personal Stereo 
Camera as a tool which makes it 
possible for small as well as large 
companies to use stereoscopic pic- 
tures at a comparatively low cost. 

The comprehensive check list of 
“112 Ways” includes such uses as: 


e Instructing salesmen in product 
operation. 

e Showing new product models. 

e Promoting window and store dis- 
plays. 

e Showing items that are available 
but not carried in stock. 

e Showing new and different prod- 
uct applications. 


The examples are all in actual use 
and are taken from such widely va- 
ried fields as advertising agencies, 


Start of a Sale 


In offices across the country where advertising campaigns 
are being put together, the hands of Advertising Manage- 
ment reach regularly for the latest issue of Advertising 
Requirements. These readers responsible for putting adver- 
tising ideas into action—some 21,000 advertising managers, 
media and agency executives—know that every issue of AR 
brings a wealth of not only “how-to-do-it” but “where-to- 
buy-it” material as well. 
Four out of five readers responding to a recent AR ques- 
tionnaire said they had already bought or were planning to 
buy, one or more items they had seen advertised in Adver- 
tising Requirements. And small wonder, too, because AR 
supplies vital information on new methods, effective pro- 
cedures, and useful products in some 13 areas of adver- 
tising: 

Art and Photography 

Audio and Visual Aids Premiums and Prizes 

Direct Advertising Printing and Binding 

Labelling and Packaging Radio-TV Production 

Layout and Typography Shows and Exhibits 

Paper Window & Store Displays 

Signs and Identification Materials 

Since these readers are looking for ideas, materials and 
services they can use in their advertising campaigns, it’s a 
cinch that the pages of Advertising Requirements is the 
best spot to start a sale. 


Photoengraving 


Advertising Requirements 
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Desk Top Sound Movies for Salesmen 


The NEW MODEL C-55 MOVIE-MITE port- 
able 16mm sound projector fits compactly in 
one small case. Nothing else to carry. Tops 
for sales, industrial, educational and enter- 
tainment use. Rugged, lightest in weight, 
(only 26 pounds), fool-proof operation. NEW 
safety trips PROTECT FILM. Wonderful for 
large screen showings. Thousands in use. 
Price only $298.50. 


Write today! Find out how MOVIE-MITE 
can tell your story with brilliant pictures, 
hi-fi sound 

@ Lightest in weight 
@ Lowest incest © Smallest in size 
@ Easy on film ® Easy to use 
@ Top quality picture and sound 


THE HARWALD COMPANY, INC 


1218 CHICAGO AVENUE, EVANSTON, ILLINOIS 
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'VISI-GRAPH FLANNELBOARDS 
| BUILD A PICTURE STORY 
AS YOU TALK 

Visi-graph Flannelboards and ‘'Self-Stik"’ 
paper make preparing charts, signs or mes- 
sages a cinch! You'll get dynamic visual 
presentations for sales campaigns, dealer 
meetings, safety or educational talks. 


Floor Model as illustrated 36” x 48” 
Desk Model with wire easel 36” x 48” 
Visi-graph Self-Stik backing sheets, 15” x 20”, 
for preparing signs Price per doz. $7.20 


Write for catalog 567 with complete line of 
desk, floor and carrying case models. 


The Ohio Flock-Cote Co. 


5713 Euclid Ave. Cleveland 3, Ohio 
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banks, breweries, door manufactur- 
ers, hotel chains, photographers, 
trailer manufacturers, window dec- 
orators, etc. 

In addition, the booklet includes a 
four-step checklist on preparing 
presentations to be shown with the 
stereo camera. The steps include: 


Planning the story. 
Preparing the settings. 
Shooting the picture. 
The finished pictures. 


For your copy circle No. 742 on the 
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Overseas Market Testing 


Offered to Manufacturers 


To meet the growing need of U.S. 
manufacturers to pretest and inves- 
tigate foreign markets economically, 
an “Overseas Marketing Presenta- 
tion” has been developed by Inter- 
national Researchers Associated Di- 
vision of International Processes Inc., 
Chicago and Genoa, Italy. 

Designed for foreign presentation 
of U.S. products and processes, the 
audio-visual program, called “Au- 
dio/Film-Pak International,” is pro- 
duced in the U.S. and translated 
overseas by a multi-lingual staff. 44 


New Viewer Allows 
Daylight Viewing 


A viewer that enables the user to 
view slides by either natural or arti- 
ficial light has been developed by 
General Electric’s Plastic Dept., 
Pittsfield, Mass. 

Called the “Stereo Graphic View- 
er,” the new unit features two-tone 
color permanently molded into the 
10 precision-molded plastic parts. 

According to the company, the 
new viewer, which weighs 16 oz., is 
durable, inexpensive and includes 
full-focusing and eye-width adjust- 
ment features. 44 


Buick Uses Color Selector 
For Easier Visualization 


To help customers visualize color 
combinations for new cars, the 3,500 
Buick agencies across the country 
are using a viewer designed by 
William Melish Harris Associates, 
Greenwich, Conn., for General Mo- 
tors Corp. 

A shadow box with a built-in light 
source, the “Color Selector” shows 
full color images of various colors on 
the fenders, body, and top of the car 
through the use of 51 translucent, 
plastic slides prepared in each of the 
17 Buick colors. 


The use of the “Color Selector,” 
according to the company, enables 
the customer to apply individual 
taste to the choice of color and helps 
him determine, before his purchase, 
exactly how various color combina- 
tions will appear. 

An additional feature of the unit is 
an accessory fabric sample-holder 
which holds 46 different fabrics for 
use in the upholstery and interior 
trim of the automobile. 4< 


as a DISPLAY STAND 


Versatile Sales Stand . . . New five-in-one 
“Sell-Pak’’ presentation stand was de- 
signed by Swartcraft Products for use in 
five different ways. 


New Presentation Stand 
Can Be Used Five Ways 


A folder on “Sell-Pak”—a presen- 
tation stand that can be set five dif- 
ferent ways for five distinct uses- 
is available from Swartcraft Prod- 
ucts, Syracuse, N. Y. 

Suitable for sales meetings, train- 
ing classes, spot displays at trade 
shows, etc., the stand needs only 
simple alterations, according to the 
company, to be used as a: 


Blackboard 

Flip-over chart 

Projection screen 

Giant sales book 
e Display stand 
panels 


with pegboard 


The over-all height of the stand is 
5'6”x4’2”. Holes in the frame permit 
mounting the legs for a horizontal or 
vertical stand either on the floor or 
on a table. A 22x28” flip chart size is 
recommended for use with the stand. 

Finished in natural maple with 
peg board in grey green, the unit—in 
a 25x33x3” carrying case—weighs 25 
pounds. 

Complete instructions and prices 
are contained in the Sell-Pak folder. 
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By Sheldon M. Heiman 
Sheldon Heiman Advertising 
Chicago 


Advertisers who are considering 
color tv might as well make up their 
minds to two facts right now. 


1. The textbook for colorcasting still 
is being written. 

2. At this stage of the game, most of 
the problems of colorcasting are un- 
solvable in advance because you just 
don’t know what they are. 


Our first experience in colorcast- 
ing came with a children’s program 
set for Christmas eve, 1955, in what 
was the first all-live, all-color, locally 
originated program from WNBQ in 
Chicago. 

The program was for our client, 
Stauffer System of Chicago Inc., a 
chain of women’s slenderizing salons. 


> Our first problem was one which 
probably will face many agencies, 
advertisers and stations which intend 
to colorcast. It arises because the 
camera which sends out a compatible 
color signal costs nearly $100,000, 
and most stations will have only one 
camera for colorcasting for quite a 
while. 

Therefore, transitions from set to 
set will involve moving the camera 
or fading out while the set is struck. 


Color tv is on the way—but admen will do well to 


consider some of the problems before they go 


overboard on this new medium. Here’s a case 


history report of a colorcast “first” by a 


In our case, we dollied the camera 
from one to the other of the program 
sets and struck the set when we went 
from program to commercial. Here’s 
how it worked. 

The commercial set duplicated the 
front entrance of the Stauffer System 
salon in downtown Chicago. This 
gave us a vertically striped reddish 
brown background, very close to the 
color of cedar wood. For the an- 
nouncements we used Miss Carol 
Banning, regional director for Stauf- 
fer System. 


> Miss Banning stood in front of the 
set and pitched the commercials. 
Then we faded out and pulled the set 
off camera. For the middle and end 
commercials the set was pushed back 
and forth in this manner. It never 
took more than eight seconds to 
change sets, and we got by with go- 
ing blank only three times. 

However, we faced another prob- 
lem when we wanted to give the cus- 
tomary opening titles, name the pro- 
gram and list the stars. We also 
wanted to give credits at the end of 
the show. 

We had a lucky break on the cred- 
its. At first, it seemed as though the 
only way we could handle this would 
be to have Miss Banning—or some 
other person —say something like, 
“These are the people who helped 


Chicago agency. 


bring you this Christmas party.” 

But no one demanded an end 
credit, so end credits were elimi- 
nated. 


>For the opening of the show, we 
had the title and cast printed on 
colored cards shaped in the form of 
Christmas tree decorations. The cam- 
era then panned from one card to 
another as the cards were read by 
the announcer. 

This trick worked all right for us, 
but we still hope that someone by 
this time has figured out a way to 
superimpose titles on a program with 
only one camera working. 

Our next problem had to do with 
make-up. 

A few weeks before the show went 
on we had tried Miss Banning on 
camera. We found that her light skin 
photographed a nice lobster-red. A 
week in Los Angeles resulted in a 
sun-tan, and _ that 
solved. 


problem was 


>Then came the question of Miss 
Banning’s hair. Naturally light blond, 
it photographed a_ silvery-brown. 
This situation was remedied with an 
auburn tint. 

We also found that with normal 
street make-up Miss Banning’s eye 
lashes and eye brows were indistin- 
guishable. Heavy eye make-up 
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Color Problem 


_. After tests to find a color for the star’s dress that would contrast 


with the colorful circus background, yet not blend into the background in black and 


white tv, it was decided to use an aqua dress 


blue! 


looked too heavy in black and white. 
It took about two hours to find the 
right intensity —one heavy enough 
for color, but not too heavy for black 
and white. 

Every woman who plans to do 
colorcasting will have to find the 
right formula for herself. 

But the most difficult make-up 
problem had to do with Miss Ban- 
ning’s lipstick. We bought more than 
200 tubes of lipstick and junked them 
all before we got the medium neutral 
red shade we wanted and needed! 

For example, orange-hued lipstick 
gave us the various tones of yellow- 
red and orange-red, but offered little 
contrast to the actress’ face. Red-red 
shade came out too dark in black 
and white, and crimson and maroon 
in color. Blue-red shades looked too 
blue and too dark in black and white. 


> Fortunately NBC had developed a 
gray-red shade that was just becom- 
ing available, and this proved the 
perfect answer for the lipstick prob- 
lem. 
Wardrobe was the next headache. 
For our show, the performers had 


circus-type costumes which were 
loud and vivid, but we had to have 
Miss Banning wear a dress which 
was quiet in color and which would 
contrast with our reddish-brown 
background. It also had to offer some 
contrast so it would not blend into 
the background in black and white. 

We were glad we had earlier de- 
cided our star would not wear a 
dress of black or white when we 
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which photographed a beautiful medium 


learned that these two colors don’t 
photograph well in color. 

But then we found that pastels lose 
a great deal of fidelity and are too 
bright on a color screen, the worst 
offenders being yellow, pink and 
orange. 


>We finally used an aqua dress, 
which turned out the most beautiful 
shade of medium blue when photo- 
graphed. It seems that color fidelity 
is extremely difficult in greens and 
blues, but these two shades appear 
most beautiful in color! 

However, despite our production 
problems—and there were many oth- 
ers—we think color was worth every 
extra dollar it cost us and every 
headache it gave us. 

Our phone answering service 
logged more than 300 phone calls 
from children who responded to Miss 
Banning’s off-hand remark at the 
end of the show, “Let us know how 
you liked it.” The phone service 
stopped answering after the first 300 
calls, but estimates that more than 
600 calls were received in one five- 
hour period. 


>Other than production problems, 
what can you expect from local color 
television? Here are four conclusions 
based on our experience: 


1. As long as it is a novelty, we be- 
lieve people with monochrome re- 
ceivers will make it a point to watch 
a local colorcast in black and white 
just because they know it also is be- 
ing shown in color. (Many Stauffer 


System patrons who saw our show 
on monochrome later told Miss Ban- 
ning they enjoyed guessing what 
color dress she was wearing.) 


2. Color won’t make a good show out 
of a bad one. A good show will look 
better in color, but a bad show will 
only look worse. 


3. Beware the temptation to gim- 
mick up every scene with as many 
different colors as possible. Color 
won’t — and shouldn’t — make every 
show a spectacular. 


4. The corner-stone of local pro- 
gramming will continue to be the 
living-room type of show. Color, 
properly used, will enhance its ap- 
peal by lending depth and dimen- 
sion. 44 


Film Services Listed 
In Company Brochure 


A brochure describing facilities 
and services for film production, ani- 
mation, film processing and still 
photos is available from Reela Films 
Inc., Miami. 

According to the illustrated bro- 
chure, the services include the pro- 
duction of any kind of film from 
eight-second tv spots to full length 
motion pictures in black-and-white 
or color, 24-hour service on film 
processing, specialized departments 
for the various types of film services. 

Facilities listed in the brochure 
include two fully equipped, com- 
pletely air-conditioned large studios, 
an art department, and a set-build- 
ing department. 

A list of clients from various spots 
in this country, Central and South 
America are included in the bro- 
chure. 


For your copy circle No. 731 on the 
Readers’ Service Card inside back cover 
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“. . . This is the composing room 
all right, but we ain't got no 
piano . 
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24-sheet posters 

small posters 
point-of-purchase displays 
car cards 

labels 

folding cartons 
publication inserts 

special 


the greatest number and diversity 


of awards to any one lithographer. 


UNITED STATES PRINTING AND LITHOGRAPH COMPANY 


Executive Offices: Cincinnati 12, Ohio 


Sales Offices in Principal Cities 
PLANTS: Baltimore, Md.; Cincinnati, O.; Erie, Pa.; Milwaukee, Wis 


; Mineola, N. Y.; Philadelphia, Pa.; Redwood City, Cal.; St. Charles, Ill 


. for more details circle 855, page 105 June 1956 ¢ ar + 77 





she handles all the details 


Let Marie handle your complete mailings 
—including multigraphing, mimeograph- 
ing, addressing, fill-in on multigraphed 
letters and planographing. 

Marie keeps your Mailing List up-to- 
date too and frees you from all the detail 
work. 


Direct mail has been our business for 25 
years. We pick up your rush copy, give 
quick service, do accurate work and 
guarantee prompt delivery. 


431 S. Dearborn St. © Chicago 5, I!linois 
. . for more details circle 807, page 105 





SEND YOUR CATALOG 


AND 1°' CLASS LETTER 
TOGETHER IN 


Ways 


CDN 
Ue a ane): 


@ Envelope compartment is integral 
construction... not pasted on... 
can't snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices .. . No obligation! 


WZ 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12, ILL 


. . . for more details circle 792, page 105 
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A Jingle That'll Sell 


lt Takes a Lot of Work and Know-How 
To Produce a Successful Commercial 


“We want a jingle that'll sell, and 
we need it in a hurry. We’ve got an 
air-date that’s coming up fast!” 

That’s typical of the calls fre- 
quently received by Bernie Saber, 
creative-musical director, Kling Film 
Productions, Chicago. 

“What do you do?” AR asked Mr. 
Saber. 

“We mutter and wish we had more 
time,’ was the answer. “But we’re 
geared to working fast.” 

The production of a jingle “that'll 
sell” breaks down into four steps, 
according to Mr. Saber. 


1. First obtain all the facts and per- 
tinent selling points of the product. 
Learn all you can about the product, 
what feature is to be emphasized, to 
what audience the jingle is designed 
to appeal. 


2. Start working up lyrics. These in- 
variably are written with a strong 
metronomical rhythm, and may vary 
all the way from the light-dancing 
touch to a martial sound-off type. It 
all depends on what type of beat best 
fits the product. Lyrics are worked 
over and over until they practically 
“sing” themselves, even before they 
have been set to music. 


3. The next step is to apply original 
music, conforming to the already 
established metronomical beat, to the 
lyric. 

According to Mr. Saber it’s good 
bractice to write one or two melodies, 
but never more than two. If you 
submit more than two melodies for 
the same set of lyrics, you come up 
against differences of opinion and 
your “need it in a hurry” bogs down. 
He believes two good melodies for 
the same set of lyrics is plenty. Then 
a choice can be made quickly and 
into production you go. 

Mr. Saber offers three reasons for 
using original musical jingles instead 
of melodies in the public domain: 


e Original music jingles can be “cus- 
tom-tailored” product-wise. 

e Sponsor identification is clear and 
definite. There is no conflict in the 
listener’s mind with a tune he is 
familiar with in some other circum- 
stance. 


e You can get copyright protection. 


4. The final step in the process is 
production. “Here,” says Mr. Saber, 


Action! . . . Musical team in action during 
filming of singing commercial for Drew- 
ry’s beer. Bernie Saber, who collaborated 
in this article, holds the sheet music 


“you don’t talk pennies. Talent, after 
all, is expensive.” 

He believes that a sound practice 
is to set a package price for the 
whole production — studio, creative 
fees, talent, arranging, pressings, etc. 

Package prices are determined by 
product use or intended use, whether 
it is local, regional or national; the 
number of singers and musicians 
used, the number of pressings or 
acetates needed. 

“A pre-determined and contracted 
package price is your safest bet 
budget-wise,” says Mr. Saber. 

Are jingles good for sales? 

“You know the answer to that 
one,” he smiles. “You've heard it said 
many times—What a lousy commer- 
cial! It doesn’t have a jingle!” 44 


Folder Describes Service 
For Film Distribution 


An illustrated brochure describing 
“custom-designed” distribution plans 
for business-sponsored educational 
films is available from United World 
Films Inc., New York. 

With offices located in 43 key mar- 
ket areas of the country, United 
World Films lists potential audiences 
of more than 105,000,000 film viewers. 

A list of companies already using 
the film distribution service and an 
offer to analyze present film distribu- 
tion methods is also included in the 
brochure. 


For your copy circle No. 732 on the 
Readers’ Service Card inside back cover. 





1. Window display 


+, 


t 
Ming 
= 


5. Unclassified 


6. Miscellaneous 


Better Homes 


JUNIORS: 
(ook Book 


3. Books and Jackets 4. Folders, Broadsides 


2. Light or motion display 


7. Posters, Wall charts 


8. Miscellaneous 


Sixth Annual Lithographic Awards 


With more entries than ever before, 
the Sixth Annual Lithographic Awards 
competition opened up new vistas in 
advertising lithography 


Four trends were noted in the 
Lithographers National Assn. sixth 
awards competition by Henry Turn- 
bull, vice-president, Compton Ad- 
vertising, New York, and general 
chairman of the judging panel. 

Noted by Mr. Turnbull were: 


e A trend towards four-color pho- 
tography. 

e A slight trend towards use of 
modern art. 

e Use of pictures of actual merchan- 
dise. 

e A trend away from using pretty 
girls as illustrative material. 


“Mostly I was impressed by the 
growth of unselfish displays for self- 
service in supermarkets,’ Mr. Turn- 
bull said. “Display users are helping 
the grocer sell companion items, par- 
ticularly related high-profit items, 
for example, not beer alone, but beer 
and cold cuts, cheese, etc.” 


Surprisingly enough, non-mem- 
bers of LNA outnumbered members 
119 to 60 in entries. One-third of the 
entries (132) came from national ad- 
vertisers; 90 came from advertising 
agencies, and 12 came from miscel- 
laneous sources like designers. 

A total of 270 pieces were sig- 
nalled out for recognition among 
1,970 specimens produced in 1955, 
according to Mr. Turnbull. This was 
300 more than in previous contests. 

Exhibit panels representing all 
winners will tour principal U. S. 
cities for one year. The winning 
pieces in this year’s competition were 
accorded recognition of equal merit 
in the 45 classifications of material 
judged. There were no first, seconds, 
thirds or honorable mentions as such. 


9. Covers only 


10. Envelope Inserts, etc. 


1. Window display for Max Factor by U. S. Printing G Lithograph Co., Erie, Pa.; 2 
Motion display for Coca Cola by Snyder G Black, New York; 3. Book jacket for, by 
Meredith Publ. Co., Des Moines, la.; 4. Folder for Upjohn by Cadillac Printing G 
Litho Inc., Chicago; 5. Educational chart for Aluminum Co. of America by Consolidated 
Lithographing Corp., Carle Place, N. Y.; 6. Ad for Mother’s Cake G Cookie Co. by 
Chas. R. Wood G&G Associates, San Francisco; 7. Poster for Safeway Stores by U. S 
Printing G Lithograph, Erie, Pa.; 8. Accordion hanger for Schaefer Brewing Co. by 
Sweeney Lithograph Co., Belleville, N. J.; 9. Cover for Humble Oil G Refining Co. by 
Western Lithograph Co., Wichita, Kans.; 10. Envelope Insert for Hastings Mfg. Co. by 
Litho Press Inc., Indianapolis 
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Sixth Annual Lithographic Awards 


Shown here and on page 81 are: 

11. 24-sheet poster for Theo. Hamm Brewing Co. by U. S. 
Printing G Lithograph Co., Erie, Pa.; 12. Cover for Abbott 
Laboratories by Veritone Co., Chicago; 13. Window display 
for Johnson G Johnson by Niagara Lithograph Co., New York; 
14. Metal lithography for Ballonoff Metal Products Co. by 
Buckeye Metal Litho Co., Kent, O.; 15. Display card for Lig- 
gett G Myers Tobacco Co., by Industrial Litho Co., New York; 
16. Car card for American Tobacco Co. by U. S. Printing & 
Lithograph Co., Mineola, N. Y.; 17. Window display for Parke, 
Davis G Co. by Forbes Lithograph Mfg. Co., Boston; 18. House 
organ for Allegheny Ludlum Steel Corp. by William G. Johnston 
Co., Pittsburgh; 19. Cover for Standard Oil Co. of California 
by H. S. Crocker Co., San Francisco; 20. Catalog for W. A 
Sheaffer Pen Co. by E. F. Schmidt Co., Milwaukee; 21. Cat- 
alog for CBS-Columbia by Lutz G Sheinkman, New York; 


From the tand of « 


. 24-sheet poster 


iy (got a) 


14. Metal lithography 


15. Car, bus, end card 


STEEL HORIZONS 


22. Lithographer’s own promotion for, by Western Lithograph 
Co., Wichita, Kans.; 23. Floor merchandiser for Dow Chem- 
ical Co. by Schmidt Lithograph Co., Milwaukee; 24. 24- 
sheet poster for Piymouth by McCandlish Lithograph Corp., 
Philadelphia; 25. Window poster for R. J}. Reynolds Tobacco 
Co. by Strobridge Litho Co., Cincinnati; 26. Window display 
for Liebmann Breweries Inc. by Einson-Freeman Co., Long 
Island City, N. Y.; 27. Lithographer’s own promotion for, by 
U. S. Printing &G Lithograph Co., Cincinnati; 28. Combination 
display for Colgate-Palmolive Co., New York by Kindred, Mac- 
Lean & Co., Div. of Progress Litho Co., Long Island City, N. Y.; 
29. Light display for San Francisco Brewing Co. by Schmidt 
Lithograph Co., San Francisco; 30. Counter merchandiser for 
Bates Mfg. Co. by Oberly G Newell Lithograph Corp., New 
York; 31. Decalcomania for Anheuser Busch Brewing Co. by 
American Decalcomania Co., Chicago. 


. 
Gohrows BABY PRODUCTS 


13. Window display 


19. Books, jackets 
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18. Magazine, house organ 


17. Window display 
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24. 24-sheet poster 


21. Catalog 
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. Floor merchandiser 


25. Wall chart 


22. Lithographer’s own promotion 
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FOR THE MODERN OFFICE DECOR 


26. Window display 28. Combination display 
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and excellent cuisine of 
the new LA JOY restaurant. 


COCKTAILS + ORDERS TO TAKE OUT 
4720 W. LIGBON AVENUE-HILLTOP 4-9644 


How to Put 


Charm In Chep Suey 


Careful attention to printing details 
and close cooperation between 
printer and agency were big fac- 
tors when a well-known Milwaukee 
Chinese restaurant decided to 
glamorize its cuisine and service. 


By Warren S. Richman 

Associate & Production Manager 
Robert J. Fairman Advertising 
Milwaukee 


Printing played an important role 
when Joe Wong set out to glamorize 
chop suey. 

Joe is the owner of the La Joy 
Restaurant in Milwaukee, and he 
called us in because he wanted his to 
be different from the usual Chinese 
restaurant—or any restaurant, for 
that matter. 

A strong program of inside pro- 
motional material was decided on. 

Part of the inside promotional ma- 
terial consisted of personalized match 
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-.«. exquisite symbol 
of the refined atmosphere 


and excellent cuisine of 
the new LA JOY restaurant. 


COCKTAILS + ORDERS TO TAKE OUT 
4720 W. LISBON AVENUE- HILLTOP 4-9644 


books, four inside a cardboard sleeve. 
These sleeves of matches are used 
as reservation cards. Thus, when a 
person calls up for a reservation, he 
receives his own personalized 
matches on the table reserved for 
him. The four books are goldstamped 
with a Kingsley gold stamping ma- 
chine. The name is read through a 
die-cut in the specially designed 
sleeve. For this idea, we gladly give 
credit to an article on restaurant 
promotion which previously ap- 
peared in AR (Planned Personalized 
Promotion, Pg. 57, Nov. 55 AR). 


>The matchbooks are black with a 
simple gold design on the back. For 
contrast, the cardboard sleeves are 
white with gold lettering. The Kings- 
ley machine is also used for imprint- 
ing names on the newly designed 
black and gold credit cards and let- 
terheads and envelopes. 

We wanted good printing jobs but 
wanted to keep the cost at a mini- 
mum. So we went letterpress. That 
sounds rather odd until you stop to 


4720 W. LISBON AVENUE-+HILLTOP 4-8644 


realize that we saved an extra run 
through the press. The reason? Gold 
ink is very transparent and whether 
you print it offset or letterpress, the 
best way is to lay on yellow first. 
Therefore, if you just want to run 
the gold ink alone, you get the best 
results by using letterpress. 

The menu was redesigned in a 
striking black, gold, red and white 
design. This, too, was printed let- 
terpress. 


> The letterheads and envelopes are 
used when writing to the officers of 
different women’s groups all over 
Milwaukee. The letters are used to 
promote the three private dining 
rooms at La Joy Restaurant as nat- 
ural places for luncheon meetings 
and card parties. 

Probably the biggest kick we got 
out of the whole campaign was the 
5144x814” jumbo postcard promotion. 
La Joy wanted one or two scenes de- 
picting the inside of the restaurant. 
Again we harkened back to the 
original proposition, which was that 





in order to make people sit up and 
take notice, we had to be different. 

We decided that a set of six col- 
ored jumbo postcards depicting rare 
Chinese objets d’art would be the 
answer to our problem. 

Here we were fortunate. Earlier, 
Mrs. Marcelle Hooker, Milwaukee 
art lover and connoiseur, had allowed 
us to photograph some of her col- 
lection of Chinese and oriental art 
for another client. 


> Once again Mrs. Hooker consented, 
and we prepared to take the pictures. 
Samuel Gansheroff, agency art di- 
rector, and Mrs. Hooker selected 10 
different figurines, which we pack- 
aged and took to the studio for the 
shooting. 

You may well ask here why we 
didn’t make layouts first of the pic- 
tures we wanted. That’s where Mr. 
Gansheroff comes in (art directors 
are mighty handy fellows to have 
around sometimes). He staged the 
whole show, with an able assist from 
Mrs. Hooker and her daughter, from 
lighting to camera angles to selection 
of backdrops. The backdrops, inci- 
dentally, were large Chinese silk 
scarves which were provided by the 
Hookers. 

Inasmuch as we wanted the best 
reproduction possible when the cards 
were printed, the transparencies 
were made exactly the same size as 
they would be on the finished card. 
In other words, the pictures were 
cropped before they were taken. In 
order to do this we cut a 542x814” 
mask from a piece of black paper 
and put it over the 8x10” back of the 
camera. 


> By shifting the camera, backdrop, 
subject and lights, we knew exactly 
just what the finished card would 
look like. Again our art director 
proved invaluable. He also went to 
the offset platemaker’s after the sep- 
aration negatives were made to see 
that the images would be correctly 
centered on the plates. 

We took five shots in the space of 
four hours, and when we had fin- 
ished with the last one, the first two 
color transparencies were already 
hanging in the darkroom. They were 
still wet, but we could see enough 
to know that we really had some- 
thing there. 

All that remained to be done was 
the interior shot of the restaurant. 
The picture was shot the following 
afternoon when there was only one 
couple eating there, and they hur- 
riedly gulped down the remains of 
their Wor Sui Op when they saw us 
setting up the camera. 
used 


>The photographer “walking 


flash” this time, carefully marking 
off with bits of paper just where he 
wanted to shoot the flash. Perfect 
exposure! However, when we saw 
the transparency, it was discovered 
that the “walking flash” had evi- 
dently “walked” into one of the mir- 
rors on the wall! This caused a glar- 
ing flash on one segment of the 
picture. 

It was not easy to find anyone in 
the whole city of Milwaukee who 
would take a chance retouching the 
transparency because of the risky 
business of working with transparent 
dyes, and it would be a much more 
expensive proposition to have to re- 
shoot the whole picture. 

In a case such as this, it is an ex- 
cellent idea to always take at least 
two shots of the same thing. We did, 
but from two different angles. The 
shot we had originally discarded did 
not suit our purpose, 
stymied. 


sO we were 


> Leave it to the printer to save the 
job! Ours (Ed Michel of Michel 
Printing Company, Milwaukee) fin- 
ally found someone who solved the 
problem by retouching the imper- 
fection on the three different sep- 
aration negatives which were later 
made from the transparency. 

A photo release was obtained from 
Mrs. Hooker, copyright Form K was 
filled out for each of the six cards 
and sent to the Register of Copy- 
rights (together with four bucks for 
each of the cards), and we were on 
our way! 

The cards were printed by three- 
color process offset—133 line screen 
—and the proofs were still wet with 
the “non-offset” spray when we 
rushed them over to Joe Wong for 
his okay. He was pretty happy about 
the whole thing, joined us for a cup 
of jasmine tea, and away we went, 
back to the printer’s with the go- 
ahead sign. 


> The cards were printed on regular 
postcard stock—10 pt. Kromecote. 
The back of each card has a Chinese 
motif and a brief description of the 
pictured object. In the area for the 
stamp is imprinted the suggestion 
that if you give this card to your 
waitress, she'll be happy to mail it 
for you. 

The whole postcard promotion was 
made all the more interesting to us 
because of the fact that the objects 
used were real Chinese antiques and 
museum pieces. The Han Horse, for 
instance, is around 2,000 years old. 
It is interesting to contemplate just 
where that little statue was before 
it ended up in the Hooker collection, 
and finally in the photographer’s 
studio. 44 
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LOS” 
natural color post cards 


COURTESY STANDARD ENGINEERING 
FT. DODGE, IOWA 


ADD EXTRA IMPACT 
TO ANY SALES PROMOTION! 


Use Dexter’s attractive, glossy-finish, 
natural color post cards. Perfect for syndi- 
cated or cooperative dealer aids. 

Dexter has excelled in high-quality, full- 
color service for 23 years. Thousands of 
repeat orders testify to this! 

Prices are less than 1¢ each for 50,000 
card quantity. Prices on other quantities in 
relation. Minimum order 3,000 cards. 

Write today on your business letter- 
head. An authorized photographer-salesman 
will call on you. 


Originators of 
the Genuine 
Natural Color 
Post Card and 
leaders in this 
field since 1932. 


ROUTE 303A, WEST NYACK, N. Y. 
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|| by using this 


| FREE IOGA | 
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First time ever, Elbe offers 
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Can it Be Hammered? . . . Proof of the action can be obtained by 
dusting surface of product with talcum powder. Photo here 
shows flying powder stopped in mid-air through the use of 
stroboscopic lights. 


Is it Flexible? . . . Dramatic proof that one of the porcelain- 
enameled ‘‘skins’’ of the product will bend nearly 180 degrees 
without cracking or chipping is shown in this double-exposure 


photograph 


Will it Hold Screws? . . . Photograph does not attempt to show Is it Waterproof? . . . ‘‘Dunking’” can be further amplified by 
strength propensity of screw, but instead uses simple but drama- showing product on scales before and after a soaking. Scales 
tized lighting to give interest to the actual operation of ‘‘one will tell story of amount or lack of moisture absorption when 
down” and another in the process. product is immersed in water. 


Is it Strong yet Lightweight? . . . Striking story of product's Can it Be Drilled? . . . Here, several clean-edged holes show 
there is no chipping when porcelain surface is drilled. Drill is 


lightweight strength is proved in simple but effective photo- 
graph that shows the author supporting the panel while the “caught’’ in the act by the use of stroboscopic lights that 


panel supports the man! stopped the cuttings in mid-air. 
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You don’t have to have a glam- 
orous product to get exciting pic- 
tures. Here’s a picture story 
which shows how you can dram- 
atize an unphotogenic product 
without resorting to time-worn 


graphic cliches. 


By William A. Arter 


Do you ever sit brooding over a 
hunk of “something” (or a pile of 
something or a bottle of something)? 
Is it one of those products that are 
chock full of wonderful properties— 
and about as photogenic as a Baby- 
lonian sun-dried brick? 

Do you, on such occasions, fall 
back on a gang of Lilliputian acro- 


Lights... 


Camera... 


Drama... 
for the 


Problem Product 


bats, who can be made to peer and 
point, and climb ladders to see and 
recite those wonderful properties? 

Or do you drag in time-worn, 
graphic cliches, like clock dials, mi- 
croscopes, chemists with test tubes, 
suns (with rays beating) and so on 
through the list? . . . We have too; 
but we’ve discovered we don’t al- 
ways have to do so. 


>Before you use any of the tired 
old devices to animate or dramatize 
your product advertising, see if the 
product itself can be starred in the 
production. 

The loss of impact when irrelevant 
elements and unrelated symbols are 
incorporated into the ad is some- 
times avoidable—if you apply imagi- 
nation to the special properties of 
the product. Go over each feature 
with an eye to its picture possibili- 
ties, and use the tricks of the photo- 
graphic trade to get dramatic ones. 


>The product in these pictures is a 
building material called Lam-Cor. 
An experimental product being man- 
ufactured by the Lamination Corp., 
McArthur, O., it is composed of a 
wood fibre core, with exterior sur- 
faces of porcelain enamel on thin 
steel. 

The wood fibre core is Tectum, a 
bonded wood product made by the 
Tectum Co., Newark, O. 

While Lam-Cor is not on the mar- 
ket as yet, its properties are every- 
thing that the pictures imply, even 
though its manufacture is creating 
some very tough problems. 

It is easy enough to write a list 
of this material’s special qualities; 
but such a list would not be nearly 
as compelling as a_ photographic 
demonstration of those qualities. 

Take a look at the paces this prod- 
uct was put through; and then see 
if your problem product can be “ 
pictures” too. 44 
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with 


CHROMASTAT® 


color copy prints 


Send Chromastat color photocopy 
prints of art work, layouts, diagrams, 
charts, etc., at the same time to each 
individual who must approve. Chroma- 
stat is lowest cost method of color 
reproduction—no negatives, no 
negative developing, no printing. En- 
large or reduce. 1-2 days plant time. 
They're “’stats in color!’ 


Write for new price list brochure 


first & finest colorstats since 1948 


®RAPID COLORPRINT CO., INC. 


216 So. Central Ave., Glendale, Calif. 
ALSO STANDARD STUDIOS, INC., CHICAGO 
AND OUNN BLUE PRINT, DETROIT 


. . . for more details circle 834, page 105 


No need to know what's changing 
or what's new. No need to cut 
costs with better methods. That's 
the know-it-all’s philosophy. and 
one reason why every issue of 
ADVERTISING REQUIREMENTS 
that you see helps lift your own 
promotion, production, and mer- 
chandising that much further out 
of the commonplace. Subscribe 
with the postage-paid reply card 
in the front of this issue. Get your 
monthly copy delivered to you at 
home or at your office—whichever 
you prefer. 


* ADVERTISING 
REQUIREMENTS 


200 E. ILLINOIS ST. * CHICAGO 11, ILL. 
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Quiet, Please! . . . New device muffles 
typewriter noise at source. 


New “Tenderfoot” Device 
Muffles Typewriter Noise 


A device that muffles typewriter 
noise at the source has been devel- 
oped by Lansdale Products Corp., 
Lansdale, Pa. 

Called the “Tenderfoot,” the type 
silencer is manufactured for hand or 
electric typewriters and is especially 
recommended by the company for 
use on portables at home or on trips. 

“Tenderfoot” is used as the last 
sheet next to the roller. One sheet is 
suggested for best results for carbon 
work and two sheets for work done 
without carbons. 

Prices range from $1.20 for 12 
pieces to $12 for 144 pieces. 

Additional information may be ob- 
tained by writing to Lansdale Prod- 
ucts, Box 568, Lansdale, Pa. 44 


Low-Cost Color Printing 
Shown in Bentill Folder 


The quality of full-color printing 
possible with the Eastman tri-color 
process is demonstrated in a folder 
available from The Bentill Press 
Inc., Boston. The folder shows a 
number of different examples of 
work turned out by Bentill’s adapta- 
tion of tri-color, called Bentill “Ful- 
Colour.” 

Subjects shown in the Bentill 
folder range from clothing to furni- 
ture, housewares, food and luggage. 
Color work is reproduced from color 
transparencies ranging from 35mm 
to 8x10”. Maximum size for any sin- 
gle unit of color reproduction is 
9x12”, but almost any size sheet can 
be lithographed in the Bentill plant. 

Prices for Bentill Ful-Colour 
range from 500 81x11” sheets with 
a color image up to 5x7”, printed one 
side on 70 lb. Kromekote or 80 lb. 
coated book, at $125, to $310 for 
5,000. Additional thousands are $25. 

Prices are based on customer- 
supplied transparencies from 35mm 
to 4x5”. Larger transparencies are 
accepted at a $12.50 service charge. 


For your copy circle No. 745 on the 
Readers’ Service Card inside back cover 


Special Effects Obtained 
With New Color System 


An answer to the problem of get- 
ting three or more colors for the 
price of two has been developed by 
Duane W. Johnson, Washington 
agency production man. Mr. Johnson 
calls his system “Color Plus Color.” 

Based on the premise that over- 
printing two different colors will 
produce a wide variety of secondary 
hues, Color Plus Color uses sets of 
two colors which, when combined, 
will produce black or near-black. 
This permits the elimination of a 
black run in two color printing 
jobs, even when black for text or 
other effects is required. 

To show the possibilities of the 
system, and to provide a useful tool 
which admen can apply to their own 
jobs, Color Plus Color has prepared 
sets of color guides. Each set is com- 
posed of four 812x11” sheets printed 
on both sides of one-side coated 
Kromekote. Each set shows 27 pos- 
sible combinations of two specified 
colors and five tints of each color. 

Twelve different color combina- 
tions are included in the Color Plus 
Color sets. A complete lot, showing 
648 different color effects, is avail- 
able at $5. A minimum order of two 
sets costs $1, with additional sets 
available at 50¢ each. 

The sheets can be used in a variety 
of ways—as a guide for engravers, 
ink samples for printers, etc. Each 
swatch area showing the hue ob- 
tained by combining tints of the two 
specified colors is 25gx25,” — large 
enough to be cut out and applied 
directly to many layouts. 

Folders giving additional details 
on Color Plus Color are available. 


For your copy circle No. 744 on the 
Readers’ Service Card inside back cover 


Company Uses Steel Cover 
To Dramatize Report 


Living up to its name, Washington 
Steel Corp., Washington, Pa., incor- 
porated an embossed steel panel on 
the cover of its annual report for 
1955. The panel, 542x8”, was made of 
Veri-Thin Micro-Rold stainless steel, 
.002” thick. The panel illustration 
shows a sheet of metal streaming out 
of a steel plant. Above it the com- 
pany logo is embossed on a ham- 
mered steel background. 

The report was prepared for the 
company’s tenth anniversary by Cab- 
bot and Coffman, Pittsburgh. 44 





The heart of the matter 


. PHOTOGRAPHY 


CO/or 


Four ways to expose; 
four ways to print 


Color Photography isa traffic signal 
to advertising readers. It says stop, look, 
and remember! 

Color photography is effective in other 
fields, too. It rolls up its glamorous shirt 
sleeves and works hard in sales, training, 
displays—any place where realism, beau- 
ty, and impact are needed. 

Look where you will, you’ll see more 
use of color this year than ever before. 

This, then, is what’s behind the in- 
creasing number of Kodak color prod- 
ucts. Products that give art directors, 
advertisers, and their photographers a 
choice—the right color medium for any 
job, at far less cost than when color was 
in its infancy and lacked today’s versa- 
tility. 

What do you want color photography 
to do? Do you know how Kodak’s eight 
ways to color fit into your needs? Here 
is a quick summary of ideas on Kodak’s 
four ways to expose; four ways to print 
—in color. Your photographer can give 
you the complete story. 


Four ways to expose: 

Kodak Ektachrome Film, Kodak Koda- 
chrome Film (35 mm), Kodak Ektacolor 
Film, Kodak Kodacolor Film. 


Way No. 1: For transparencies that 
make your ads sing, that stop the reader 
and make him want—for creative illus- 
tration of editorial pages—for top pho- 
tomechanical reproduction, photogra- 
phers use Kodak Ektachrome (sheet) 
Film almost universally, indoors or out, 
day or night. Ektachrome is about as 
‘“‘universal” as any one film can get. 


Ways Nos. 2 and 3: When you're 
developing a colorful presentation, a 
slide show, a filmstrip training lecture— 
get your photographer to show you what 
he can do with Ektachrome or Koda- 


chrome. In 35mm size, Ektachrome gives 
you the same superb color and brilliance 
you expect from the larger sheet-film 
transparencies. And you already know 
Kodachrome slides for their exceptional 
color sharpness and richness. 

Desk-top slide or filmstrip shows—or 
inexpensive color prints assembled into 
dramatic sales kits or presentations—can 
often replace the fuss and bother of cum- 
bersome sample cases. 


Way No. 4: Negative color films, 
for prints. When you know in ad- 
vance that you’ll want color prints, ask 
your photographer about the economies 
of Ektacolor or Kodacolor negatives. 
Where you'll need “extra” color prints 
for presentations, for color in place in 
layouts, for tie-in promotions using du- 
plicate color prints, your photographer 
will find these negative color films the 
logical choice. And you get added value 
from these color negatives when you use 
them to make LARGE display transpar- 
encies on Ektacolor Print Film, from 8 x 
10 inches to 20 x 60 feet (the giant Kodak 
Colorama in New York’s Grand Central 
Terminal was originally on Ektacolor 
Negative Film). 


Four ways to print: 

Type C Kodak Color Print Paper, Type 
R Kodak Color Print Paper, Kodak Dye 
Transfer Process, Kodak Flexichrome 
Process. 


Page previews, before engrav- 
ing, needn’t come at Dye Transfer prices 
any more. Two new Kodak Color Print 
Papers give you color of pleasing quality 
—good enough for any but the most 
exacting demands of photomechanical 
reproduction. 

Type R Print Paper gives you rela- 
tively low-cost prints from existing posi- 


tive transparencies. Type C Print Paper 
is recommended for duplicate color 
prints, when you’re starting from scratch 
with an Ektacolor or Kodacolor nega- 
tive. 

Type C is the positive part of a nega- 
tive-positive color process. The negative- 
positive color relationship is truly versa- 
tile—and economical. You start with a 
good Ektacolor negative; make a Dye 
Transfer print of breath-taking color fi- 
delity for photomechanical reproduction; 
make BIG (or small) Ektacolor Print 
Film display transparencies; and make 
ten or a thousand fine-quality duplicate 
color prints using Kodak Type C Paper. 
Ask your photographer for full details on 
the economies of multiple use. 


For photomechanical reproduc- 
tion or any small-quantity application 
which calls for the best possible color 
rendering, there still is nothing to equal 
the Kodak Dye Transfer Process. 


For any color, any place, any 
time, use the Kodak Flexichrome 
Process and take your choice. Change 
color at will in existing photographs. 
Transform a good black-and-white orig- 
inal into a stunning color photograph 
with full tonal gradations and values. 
Make color changes even at the last min- 
ute, when there’s no chance of a full 
retake. Flexichrome is not a cure-all for 
bad photography, but it does allow cor- 
rections, additions, alterations on good 
existing work. And it is ideal for high- 
fidelity color originals. 


Good photography is advertising’s 
big bargain. Color multiplies the 
bargain. Color stops the eye, sets the 
mood, starts the sale. 


EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 
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Preliminary sketches and fin- 
ished art work sent direct to 
your desk, by mail. I can give 
you thoughtful, experienced 
and dependable personal serv- 
ice at moderate cost on the 
design, typography and illus- 
tration of your booklets, folders, catalogs, 
letterheads and similar pieces. I think you 
will like my work and with excellent air mail 
facilities from Tenafly (suburban New York) 
I can give you prompt service. Write for a 
free pocket-size portfolio containing reproduc- 
tions of booklets, folders, letterheads and oth- 
er advertising material which I have designed, 
by mail, for firms both large and small! in all 
parts of the country from Maine to California. 
Raymond Lufkin, 124 West Clinton Ave.., 
Tenafly, New Jersey. 


. . for more details circle 842, page 105 


To reach... 


and 
Readers who buy 


in advertising’s 

$3 Billion Production- 
Promotion-Merchandis- 
ing market... try 
Advertising 
Requirements. 

It pays. 


for 
CUTTING COSTS 


You can cut 
printing, direct 
mail, display, 
point-of-sale, 
production 
planning, 

and photo costs 
with these FREE 
case history Tips 
from RCS. 


All are 
designed 
to improve 
the quality 
of your 
work. 


These ideas will 
work for you 
whether you are 
a giant, midget, 
or average size 
buyer or seller 
in graphic arts. 


No magic or 
cure-all is offered 
... just 5 sound 
tips! 


I'm inquisitive. Rush 5 Tips to: 


Be inquisitive! 
Mail the coupon. 


OFFSET PRINTERS 
123 N. Wacker Dr. 
Chicago 6, Illinois 


. . . for more details circle 828, page 105 
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Color Prints Produced 
For Bond Papers, etc. 


A folder on easy-to-use color 
prints with self-sticking backs avail- 
able in small-quantity runs is being 
offered by the Polypix Co., Chicago. 

The color reproductions, called 
“Polypix,” are 234x1%” in size and 
are usually 2X enlargements (four 
times the area) from 35mm trans- 
parencies. However, they also may 
be made from 4x5” or 5x7” trans- 
parencies. 

With an adhesive-back feature, 
“Fasson,” provided by Avery Paper 
Co., Painesville, O., the color repro- 
ductions can be applied by simply 
peeling off the protective paper back- 
ing and pressing down on any dry 
surface. 

In this way, the “Polypix” color 
illustrations — lithographed in full- 
color by an adaptation of the Eastman 
three-color process and varnished to 
add lustre and protection—are sug- 
gested for advertising agencies, 
printers, art studios, editors and 
business organizations as low-cost 
color prints for these uses. 


e Dramatizing special letterheads or 
announcements with full-color illus- 
trations of a product. 

e For business, counter display and 
business announcement cards. 

e To dramatize engineering progress 
reports. 

e To puta new color illustration over 
an obsolete design in a catalog or 
sales presentation manual. 

e To personalize real estate litera- 
ture with a picture of the property 
for sale, book plates or greeting 
cards. 


The folder lists prices of $8 per 100 
in quantities of 1,000 or more and 
includes information on an additional 
charge of $5 for adapting the trans- 
parency to a 35mm color corrected 
duplicate. 


For your copy circle No. 734 on the 
Readers’ Service Card inside back cover. 


Booklet Describes Value 
Of In-Plant Photography 


How industry is cutting costs, sav- 
ing time and increasing sales with 
photography is described in a new 
booklet on in-plant photography re- 
leased by Graflex, Inc., Rochester, 
N. Y. The case histories cite success- 
ful applications of photography to 
sales, manufacturing, engineering 
and design problems. 

Among the companies which have 
discovered the value of photography, 
according to the booklet, is the Hol- 
lymatic Corp., Chicago manufacturer 


Closeup of a Lathe . . . A Speed Graphic 
records machine operations as part of an 
in-plant study. Camera is widely used for 
its large negative size and ruggedness. 


of butcher shop meat-processing 
machines. Its meat patty-making 
machines were so large and had so 
many different types of accessories 
for various jobs that salesmen found 
it difficult to describe them to busy 
butchers tending shop. 

Hollymatic equipped each of its 
salesman with a Graphic 35, a new 
push-button focusing 35mm camera 
with a color guide system that sim- 
plifies shooting flash pictures. After 
brief practice they began shooting 
transparencies of Hollymatic instal- 
lations. They were then able to show 
new prospects a wide selection of 
slides that helped boost sales. 

The booklet also discusses econo- 
mies achieved in aircraft, metal, ma- 
chine, heavy equipment and other 
industries through the use of com- 
pany-sponsored photography. 


For your copy circle No 3 on the 
Readers’ Service Card inside back cover 


Acetate Stats Described 
In Admaster Booklet 


Photostats on acetate are a special- 
ty of Admaster Prints Inc., New 
York, which describes the types of- 
fered in a new booklet. Both black 
line and white line copy can be pro- 
duced on clear acetate, as well as any 
color or combinations. Filmotype 
Lettering is available in conjunction 
with these stats, at the rate of $1 
per word. 

Other photographic services out- 
lined include the preparation of 
diazo prints, film strips and slides, 
contact and vacuum prints. Admas- 
ter reports that a wide range of tele- 
vision facilities is available at its 
studio. 


For your copy circle No. 736 on the 
Readers’ Service Card inside back cover 
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> JOBS LIKE THIS! 


color plus color sweets 


Get Multi-Color 
Effects with 


ONLY TWO COLORS* 


Here, in miniature, is a graphic 
example of a new art and pro- 
duction aid. Note how two 
colors give you 27 effects. 
(Full size sheets, of course, are 
much larger). Note that no 
black ink is used anywhere in 
“wthismfoider! Large areas for 
_ Pasteups enable you to work 
_ with the actual printed colors 
_ you choose. See other side for 
all twelve combinations avail- 
mblew:@rder the entire lot and 
o-color magic at your 


PATENT PENDING 
Copyright 1956 byjDuane W. Johnson 
1623 CONN. AVE., WASHINGTON D.C. 


* No black ink used 
anywhere on this folder. 


1 KROMEKOTE 


TINTS (GLOSS, DULL, SOLIDS, ETC.) 


COVER AN AREA OF 50 SQUARE 
FEET WITHOUT DUPLICATION! 


VISUALS- SWATCHES -ART 











a 
COPYRIGHT 1956 by DUANE W. JOHNSON 
1623 Connecticut Ave., Washington 9, D.C. 


Payment MUST Accompany O 


golor plus color 1623 CONN. AVE. WASH.9, D.C. 


NAME 


FIRM 
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Lab Develops Equipment 
For Exact Color Control 


In making 35mm color slide copies, 
film strip masters and release prints, 
IdentiColor Laboratory, South Pasa- 
dena, Calif., utilizes special photo- 
optical equipment developed by Dr. 
Harold L. Lutes. The equipment per- 
mits full use of color film character- 
istics to obtain contrast, color bal- 
ance, density and sharpness, stated 
Dr. Lutes. 

The laboratory provides a complete 
service in masters and prints, includ- 
ing titling, numbering and special 
effects in masters, and packaging, 
labeling and mailing of prints. Using 
its special equipment for film strip 
masters, color specialists can com- 
pensate for factors that normally 
cause reduced definition, over con- 
trast and color shift in release prints. 

Additional details on the com- 
pany’s color services, which include 
technical counsel, are available. 


For your copy circle No. 737 on the 
Readers’ Service Card inside back cover 


Varied Camera Service 
Described in Booklet 


A wide range of photographic re- 
production services, from the mak- 
ing of specialized photostats to cold 
type composition, is described by 
American Blue Print Co., New York, 
in a recent booklet. The company has 
developed Curvall stats for photo- 
graphically bending and curving type 
for special layouts; Elastik stats for 
changing one dimension of display 
or line copy while maintaining the 
other; and Plastik stats for creating 
a third dimensional effect in full tone 
from a black and white line original. 

Also outlined are superimposed 
and perspective stats. The booklet 
gives a brief summary of photo let- 
tering available for camera composi- 
tion and explains the variety of 
black-and-white and color Ozalid 
prints offered by the company. In- 
structions on preparing copy for 
Ozalid reproduction are included. 


For your copy circle No. 738 on the 
Readers’ Service Card inside back cover 


Accessories Boost Uses 
Of 8” Screen Projector 


Three new accessories to increase 
the usefulness of the Kodak Contour 
projector, Model 8, have been devel- 
oped by the Eastman Kodak Co. With 
these accessories the 8” screen pro- 
jector can be used for both linear and 
angular measurement, as well as 
horizontal or vertical projection. 


A special glass measuring stage, 
for use in vertical projection, per- 
mits making linear measurements on 
the projector over a range of 2x1”. 
For measuring angles, the company 
has developed a rotary screen which 
replaces the standard ground glass 
screen and is used in either horizon- 
tal or vertical projection. 

A third accessory, for use in hori- 
zontal projection, is an overlay chart 
holder, permitting the use of existing 
plastic or ground glass charts of 
varying sizes on the instrument. 

Additional details on this new pro- 
jection equipment are available. 


For your copy circle No. 739 on the 
Readers’ Service Card inside back cover 


Chart-Pak Produces Tape 
For Graphs, Charts 


Graphs, charts and floor plans can 
now be constructed with pressure- 
sensitive tape developed by Chart- 
Pak Inc., Stamford, Conn. Preprinted 
lines, bars, shapes and symbols come 
in tape or sheet form, with adhesive 
backing, and are easily positioned on 
graph paper. Corrections and chang- 
es are made simply by peeling off the 
tapes and replacing them. 

A descriptive booklet explains the 
range of Chart-Pak uses. Tapes may 
be used for stripping, masking, trim- 
ming, decorating and packaging. Spe- 
cial templates, representing desks, 
chairs, tables, files, etc., are available 
for plant and office layouts. 

Pictograph and work flow symbols, 
predrawn rectangles and circles and 
planning boards are among the ma- 
terials illustrated. Most tapes and 
sheets are available in transparent 
form, for photo-reproduction, as well 
as opaque form. 


For your copy circle No. 740 on the 
Readers’ Service Card inside back cover 


Picture-Reading Featured 
In Photography Workshop 


A four-week photography work- 
shop for the advanced photographer 
and professional will be offered at 
Indiana University, Bloomington, 
from June 9 to July 6. Director of the 
course is Henry Holmes Smith of the 
Fine Arts department. Fee for the 
series is $32. 

Among those participating are 
Minor White, editor of Aperture and 
Image, and Aaron Siskind and Harry 
Callahan, both of the Institute of De- 
sign, Chicago. 

The course may be taken for credit 
if desired. A five-dollar deposit is re- 
quired with each application, which 
should be addressed to Educational 
Conference Bureau, Union Building, 
Bloomington, Ind. 44 





TWEETEN Warder 


THE PENCIL OF 1000 USES 


MARKS ON ANY SURFACE 
PHOTOGRAPHS — 
CELLOPHANE | 


PLASTIC 
wood GLASS 


PAPER FILM 
49c each 


For 


Advertising Agencies ° Newspapers 

Publishers * Typographers «+ Printers 

Engravers * Art Studios * Photographers 
1 to 3 doz. $5.29 per dozen. 


3 ¥2" Refill m 12 Refill 
Per Box 
Twerlen 25¢ 


IN BLACK, BLUE, \ 
RED, GREEN, a one. 


Tah Refill 
YELLOW, WHITE $2.70 


per dozen 


METAL 


Order from your 


Stationer or Arts Supply Dealer... TODAY 


TWEETEN FIBRE CO., INC. 
Dept. AR ° 2045 Fulton St., Chicago, Ill. 
. . . for more details circle 847, page 105 


A NEW(@)rRovuct 


LECTURERS’ EASEL 
— with many new features! 


Here’s a low priced lecturer's easel that Is 
perfect for demonstrations, conventions, busi- 
ness meetings, etc. It has a 24x36"’ backboard 
that not only holds a lecturer's pad but can 
also be used as a blackboard. Holds large 
pads bound both the long ard short way. Legs 
are hinged and entire easel folds into a com- 
pact and lightweight unit for convenient carry- 
ing. There’s nothing else like it on the market! 
No. 3104—Lecturer'’s Easel $15.00 
No. 176A—tLecturer’s Pad 

24x36"' Newsprint ; 3.00 
No. 176B—Lecturer’s Pad 1 

28x34 White Bond 7.00 
No. 176C—tLecturer’s Pad 

24x38'' White Bond 


Write on your letterhead for 
200-page catalogue of art sup 
plies. ‘‘An Encyclopedia of Ar- 
tists Materials"’ 


= | ; 
ARTHUR BROWN & BRO. [ 
2 WEST 46th ST., NEW YORK 


. . . for more details circle 766, page 105 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


a Ode 


8x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.35 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 

1210 N. Clark Street © Chicago 10, Illinois 

Dept. A-6 ° Telephone: Mi chigan 2-5651 


Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 


The New Model 44 
ArtOG) aph 
Art production costs 
drop, earnings go up, 
with an Art-O-Graph. 

Render _ illustrations; 
visualize layouts; 
“drop in” keyline ele- 
ments; capture per- 
spectives; match let- & 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 


10 Days FREE 
TRIAL—no obli- 
gation, 
freight if 
turned. 


Write for 
folder! 


LTT) Me Ll Tg 
Tol 14 emt T tT) 


head “‘dead 


over- 
by olela 


DIVISION OF 


yer, ‘ : 


=e 
728 Wash. Ave., $. E., Minneapolis 14, Minn. 
. . » for more details circle 786, page 105 
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Color Clinches Message . . . To sell idea 
of modernizing, Oil Heat Institute used 
bold blocks of color in modern art theme 
which won certificate of merit in Seattle’s 
seventh annual exhibition of advertising 
art. Backgrounds are magenta, turquoise, 
cerise and yellow. 
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Report Uses Photogram 
To Symbolize Theme 


Movie and sound equipment maker 
Bell and Howell, Chicago, hit upon 
a novel treatment for the cover of its 
annual report. The company wanted 
a photographic design to illustrate its 
new theme, “Finer Products Through 
Imagination.” But how to photograph 
an abstract idea? 

Arthur Siegel, well-known Chi- 
cago cameraman, came to the rescue 
with a photogram — using strips of 
movie film, film reels, lenses, prisms, 
transistors and other camera and 
electronic parts to carry out the 
theme. Photograms are made by a 
photographic process, but no nega- 
tives are used. Instead, various inter- 
estingly shaped objects are placed on 
a sheet of sensitized paper, which is 
then exposed by skillful lighting, 
transferring the shape of the objects 
to the paper in silhouette. 

Swan Studios, Chicago, adapted 
the photogram to the cover of the 
stockholders’ report, which was 
printed by Veritone Inc., Chicago. 
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Visual Communications 


Holds First Conference 


Marking a “first-time” for the 
audio-visual field, a two-day confer- 
ence scheduled for the Waldorf- 
Astoria Hotel, in New York on June 
7 and 8, will gather together repre- 
sentatives from all phases of the 
visual communications field. 

Sponsored by the New York Art 
Directors Club, the “First Annual 
Visual Communications Conference” 
will include top speakers from the 
fields of advertising, publishing, ra- 
dio and television, education, busi- 
ness and government. 

The inter-relationship of all these 
groups in conveying visual messages 
quickly will be accented. 44 


Report By Leading 
National Advertisers 


First and Only Handbook 
Of Its Kind... $1 


ADVERTISING AGE wrote to 
leading national advertisers 
requesting photographs of 
store pieces that have proved 
themselves to be notably 
effective, together with a 
statement explaining how 
and why the displays came 
into being. 


In this Handbook are re- 
produced 59 displays and 
comments of advertisers 
which the editorial board of 
ADVERTISING AGE believes 
will be of great interest to 
you. 


If you’re looking for fresh 
ideas for your own sales pro- 
motions in the store, you'll 
find this handbook most 
helpful. 


Mail This Coupon Now 
Money-Back Guarantee 


Se See e888 SSS FSF S2 SS S222 2 5] 
Advertising Age 
200 E. Illinois St., Chicago 


Please send me_____copies of 
POINT OF SALE Report By 
Leading National Advertisers, 
at $1 each (10% off for 5 or 
more). I must be satisfied or 
my money back. 

My Name 
Company__ 


Street_ 


Cay 


State__ 
[] Payment enclosed 
0 Bill firm C) Bill me 





IF DAVY CROCKETT HAD GOT WIND OF A FOOD EMPORIUM LIKE Country Squire IN HIS DAY 


Country Squire 
Complete FOOD Center 
125 NORTH vERDUGO HAD 


GALENDALE, CALIFORNIA 


a ; 4 pore 
YY 


2 


Mailing Piece 


he would have been th’ fust to gallop over 


to see all th’ top-hat foodstuffs at low-shoe prices. 





DAVY CROCKETT DAYS A Country quire 


... Typical mailer from Country Squire store, which capitalized on Davy 


Crockett craze. Note small ‘’country squire’’ figures—a part of all mailers. 


How “Country Squire” overcame the han- 


dicap of a seemingly poor location with 


direct mail that built repeat business, rec- 


ognition and community good will. 


Suppose you've just bought your- 
self a grocery store. Not a grocery 
store, really: just a location for one, 
and not a very good one at that. 

You’re on a busy street, it’s true— 
one of the busiest in town. And 
you're out from the middle of town, 
where parking is not the severe 
problem it might be. You have a 
parking lot, and you are located in a 
small shopping center, which has 
half a dozen stores and a couple of 
doctors’ offices. Cars don’t have to 
move at a snail’s pace to get close to 
your place. 

But that’s just the trouble. Traffic 
couldn’t move at a snail’s pace if it 
wanted to. For this busy street is a 
high-speed thoroughfare, practically 
a superhighway, and at times a brave 
man would shudder at the mere 
thought of slowing up enough to 
search for a parking space at the 
curb. Backing his car into it might be 


more than he could possibly muster 
up the courage to do. 


>And your parking lot is not the 
best in the world, being hidden from 
view by the very stores whose cus- 
tomers it is intended to serve. It is 
tucked away behind the stores, and 
has only two inconspicuous and nar- 
row entrances, one of which is an 
alley. On the other two sides it is 
bounded by a public park and a deep 
drainage canal, over which there is 
no convenient bridge. 

But that isn’t all. Even though one 
entrance to the parking lot runs right 
alongside your store, traffic can't 
possibly left-turn into it, because the 
highway off which it leads is di- 
vided down the center by a strip of 
parkway. 

Give up? 


> Merle Staub, a junior high school 
coach with leanings toward and ex- 


perience in the market business, 
didn’t. Nor did his store manager, 
Joseph Perna. They went ahead and 
put in the market on Verdugo Road, 
at the northern edge of Glendale, 
Calif. They dubbed it the “Country 
Squire,” and gave it a personality to 
match. Then they promoted it clear 
up to the hilt. 

They used newspaper ads in vol- 
ume, to be sure. But their real prize 
medium was—and is—direct mail. Not 
just direct mail built around special 
price leaders; but rather, direct mail 
to build store traffic through con- 
tests; to build repeat business 
through giveaways; to build recogni- 
tion through personality exploitation; 
to build community good will through 
heavy and repeated doses of institu- 
tional mailing pieces. 

When Mr. Staub began laying out 
the plans for the store’s operations 
in 1954, he was well aware of the haz- 
ards he was facing. If he had ever en- 
tertained any delusions, they would 
have been dispelled by the ghosts 
that were there to haunt him. The 
location was a jinx, and over the pre- 
vious 10 years half a dozen different 
markets had proved it by uncere- 
moniously folding up. 

The last tenant had been a meat 
market, which had hung on to its 
own small space at one end of the 
store until the lease ran out. The 
other departments of the market had 
already bowed to fate, so the meat 
manager had been left alone to oper- 
ate his business at one end of the 
empty store. Each day the long row 
of old-style folding doors was parted 
just far enough to permit access to 
the one department that remained 
in business. 


>With admirable confidence, Mr. 


Consistent Theme 


figure appears on sign outside the store 


Country Squire 
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A Man Gazing on the Stars is 
Proverbially at the Mercy of the 
Puddles on the Road. 

—ALEXANDER SMITH 1830-1867 


eee 


KC 


As 


Unlike those proverbial star gazers, we look 
everywhere .. . you'd swear that some of our 
Supervisors have three or four eye the way 
they watch your work when it’s in our Plant. 
So how about giving us a chance to show you 
how bright we are. You might be glad you did. 


‘Lyate ees 


Fast and .. Service—Since 1919 


— Reasonable. tool 


Multigreaphing © Mimeographing 
Addressing ¢ Meiling © Plete Cutting © Mechanical Addressing 
Printing © Radic & TY orders processed © Complete Mell Compoigns 


Compliment 


your product 


or service 


by promoting it 


Hard 
Cover 
Binding 


Call CA 6-3415 
Write Dept. AR for your 


free copy of “‘The Challenge 
to Hard Bound Basket” 


DUNT ATLA a 


Kenneth W. James, Pres 
200 VARICK ST. NEW YORK 14, N. Y 


. for more details circle 824, page 105 


AR Reaches Out... 


to more advertising agencies than any other 
publication. If you sell advertising services, 


equipment or supplies to or through agencies 


AR is All Right... For You 
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Squire Shows The Way . . . Friendly store 
symbol draws customer's attention to lane 
markers named after English locales. 


Staub proceeded to establish a prop- 
erty that would be unique. Being 
two or three miles from the center 
of town, the locale has an atmosphere 
of genteel country living. The shop- 
ping center edges on a narrow valley, 
banked by high hills, which would be 
pastoral if it were not for the fact 
that it forms a funnel through which 
thousands of motorists commute to 
Los Angeles each day. Residents like 
to feel that, on those side streets off 
the main thoroughfare, the spirit of 
the country gentleman prevails—on 
city lots. 

Thus the name, “Country Squire.” 
And thus the decision to create about 
the store a feeling of friendliness and 
an impression of quality that is above 
average. Screaming 144-point ban- 
ners proclaiming big week end spe- 
cials would not do. Subtler, but no 
less forceful, tactics were called for. 

Certain features were adopted that 
have since become trademarks. The 
free coffee counter is one. There 
customers—even those who don’t buy 
anything—may linger long enough to 
enjoy a mid-morning cup. Or if 
they are there in the late afternoon, 
they might find themselves sipping 
tete-a-tete with the personable Mr. 
Staub, who spends his after-school 
hours circulating through the store 
when the pressures of coaching ease 
up enough to permit him to do it. 


>The figure of the Country Squire 
himself is a distinguishing mark of 
the store. He stands above the build- 
ing to welcome the customers. He 
peers down from his perch right 
under the “lane markers,” which are 
done in old English lettering. Rather 
than using numbers or letters to 
designate lanes, these markers use 


names of English streets, such as 
“Piccadilly Square.” 

The figure of the squire is also 
evident on every piece of mail the 
company sends out—and these are 
frequent as well as unique. 

The mailings started before the 
store was ready for business, so by 
the time it threw open its doors on 
Dec. 20, 1954, housewives in the area 
were already getting an inkling of 
what was to come. Coupons were 
liberally sprinkled throughout the 
first mailings, and this feature has 
been retained in virtually every 
mailing since that time. 


>“If you cut this coupon out, it’s 
worth 20¢,” reads a typical mailer. 
“From July 20 through July 26, 
Country Squire offers 20¢ for this 
coupon in trade toward any cut of 
shoulder pot roast, including chuck 
roast, seven-bone roast, and round- 
bone roast.” 

Most mailers have two, three, or 
as many as half a dozen of these 
coupons good for varying amounts 
when applied toward the purchase 
of an item or a class of items. A 
summer mailing, for example, car- 
ried coupons with the following val- 
ues: 30¢ toward the purchase of a 
caponette, 25¢ on a shoulder beef 
roast, 15¢ on a 1 lb. package of a 
certain brand of bacon; 10¢ on any 
grocery item except dairy products; 
10¢ on a 2 lb. package of ground 
beef. 

These coupons are given out in 
lieu of having special sales prices, 
and are of vaiue for limited periods 
only—usually a week. Mr. Perna pro- 
fesses to dislike “week end specials,” 
and the store capitalizes on this by 
proclaiming that it offers low prices 
“seven days a week.” A large “7” 
was prominently used in some of the 
advertising to impress this fact upon 
customers. 


> This “low prices every day” theme 
was also carried out on calendars 
which Country Squire sent to its 
customers in two separate months. 
One calendar read, “All the days 
shown in red are days on which we 
feature special low prices.” The other 
read, “All the days shown in green 
are days on which we feature special 
low prices.” In each case, every day 
of that month was in the designated 
color. 

The coupons are not the main fea- 
ture of the mailers. Each one is built 
around a unique idea or a timely 
promotion. Nearly every week in the 
year a different piece goes out. Here 
are a few examples: 


e Using a drawing of a folding ruler 
for art, one piece asks, “How do you 





measure a market?” The answer is 
compound. “You measure it by serv- 
ice, quality, location, selection, prices 
plus conveniences and complete food 
service.” 


e A cute baby picture (representing 
the young store) a la the recent 
vogue for baby pictures with clever 
captions, this one inviting the cus- 
tomer to come see him. 


e A drawing of mink and some pen- 
nies, posing the question, “Do mink 
and pennies go together?” And in- 
side—“If you drag mink or if you 
really have to watch pennies, Coun- 
try Squire is the store for you.” 


>National promotions are also 
watched for localized possibilities. 
When Davy Crockett was at the peak 
of his popularity, a_ triple-folded 
piece went out bearing the legend 
“D.C.” on the face of it. Unfolded 
once, it read “D.C. at C.S.,” with a 
dotted line which carried across the 
next fold and the statement, “If there 
had been anything like it in his day 
, he would have gone for it 
first . . .” Opened up full size, it 
showed a large charcoal drawing of 
Davy Crockett seated, and said, “If 
Davy Crockett had got wind of a food 
emporium like Country Squire in his 
day, he would have been the fust to 
gallop over to see all the top-hat 
foodstuffs at low-shoe prices.” 

It also contained the offer of a 
Davy Crockett souvenir cartoon, 
suitable for framing, free with each 
purchase of over a dollar. As a result 
of this offer, 7,000 of these souvenirs 
were given out. 

Country Squire also believes in 
playing up its special features in pro- 
motion pieces. Several have been 
built around the free coffee counter. 
One asks, “In a hole? Feeling low? 
Cranky? Let us give you a lift!” Be- 
neath this is a drawing of a dejected 
man sitting at the bottom of a hole. 


> Unfolded, the mailer invites the 
reader to “Have a cup of coffee on 
us!” —a declaration that is accom- 
panied by a cartoon of a man letting 
that famous last drop of coffee trickle 
out of the cup onto the top of his 
own head. 

The coffee counter was also made 
the subject of a contest in the spring 
of 1955. The question asked was, 
“How many cups of coffee were 
served from Dec. 20 to April 30?” 
First prize was $25 worth of gro- 
ceries, with second and third prizes 
of $15 and $10 worth, respectively. 
The next 10 runners-up received a 
pound of the store’s own grind-it- 
yourself brand of coffee. (The store 
knew how many cups had been 
served by keeping an accurate count 
of the paper cups.) 


How do you know just how effec- 
tive your coupon mailings are? Mr. 
Perna believes they are extremely 
effective. He claims returns as high 
as 75%, but he has gone beyond that 
by actually taking two polls. 

In one poll, Country Squire asked, 
“How do you like the match a plate 
contests?” In another, the question 
was asked, “How do you like the 
coupons?” 


>In both cases, even if a “vote” was 
negative, when the ballot was filled 
in it became a coupon worth 10¢. 
Who would vote against coupons on 
a ballot that became a coupon? The 
answer — practically nobody! But 
when you get overwhelming returns 
on a promotion like that, you know 
it’s effective. 

In the first year, Country Squire 
laid out about $20,000 on its adver- 
tising and sales promotion, with the 
bulk going into direct mail pieces. 
This represented about 2% of gross 
sales. 

Is direct mail really paying off for 
this market then? Two per cent of 
gross is a conservative budget for 
advertising, and when the majority 
of it goes into direct mail, there’s 
precious little left for the usual type 
of advertising. 

Country Squire is a good living 
testimonial to the fact that direct 
mail is paying off. Taking a location 
with two strikes on it, it is fast be- 
coming a Verdugo Woodlands insti- 
tution. 

A million a year in sales from a 
standing start in that location is 
proof enough. 44 


Booklet Lists Ad Methods 
Used by Match Industry 


A booklet describing different 
techniques applicable in the use of 
match book advertising has been 
published by the Match Industry In- 
formation Bureau, New York. 

Entitled “The Best-Read Book in 
America,” the booklet gives a statis- 
tical account of the circulation and 
use of match books and describes the 
use of match books in direct-mail, 
premium, point - of - purchase, cou- 
poning and dealer-imprint programs 
and mass-circulation consumer ad- 
vertising. 

An additional feature of the book- 
let is the listing of a dozen success- 
ful “copy lines” used by a variety 
of advertisers. These lines include 
the use of maps, discount or commis- 
sion offers, informative charts, and 
listings of products, sales office loca- 
tions. 


For your copy circle No. 733 on the 
Readers’ Service Card inside back cover. 


YOUR 
PERSONALITY TEST 


® 


Do you ever feel threat- 
ened by the pressures of 
competition and long for 
a fresh approach in direct 
mail? 


2) 


Do you exhibit aggressive 
behavior when you learn a 
printing job doesn’t meet 
current postal regulations? 


@) 


Do you get tense when 
your printer doesn’t fol- 
low instructions? 


@) 


Do you feel insecure when 
the boss asks about the 
catalog sheets that were 
due to be printed last 
week? 


6) 


Are you ever embarrassed 
by a last minute job—and 
want a printer who can 
handle it—but fast? 


©) 


Do you lie awake nights 
worrying if that mailing’s 
getting out on time? 


If your answer is ““NO” 
to all of the above, you are a rare 


and happy breed of man and we 
congratulate you! 


If you have 3 or more 
“YES” answers, 


DElaware 7-0460 


could well be the answer to your 
printing production and mailing 
problems! 


. . for more details circle 826, page 105 


June 1956 * ar «+ 93 





we can help you send ideas! , 


... the foundation stones of civilization ... the prime motivators of men. 
In speaking, we supplement their power with inflection, emphasis and gesture. But when these same words 
are set in cold, precise type they too often lose their ability to transmit ideas effectively. * Good typography 
can do much to give back to these words the dynamics they need to convey their full meaning . . . to shout 
loudly or to whisper ... to be authoritative or fanciful ... contemporary or traditional . . . straight-faced or 
humorous. * Here, craftsmen with a combined experience of 1005 years in the service of Monsen customers 
draw upon more than 750 different type styles to give your words the expression they need to transmit your 


messages faster, and more exactly, in almost any language. * Let us prove it. 


| oO n se n typographers 


Chicago 22 East Illinois Street + Los Angetes 928 South Figueroa Street - Washington, D.C. 509 F Street NW. 


94 * ar * June 1956 . « « for more details circle 814, page 105 





a system for 
controlling 


PRINTING 
COoOsTs... 


Nine major and interdependent decisions you must make in order to arrive 


By Frederic Kammann 
President 
Kammann-Mahan Inc. 
Cincinnati, Ohio 


Planning a printing job involves 
making nine major and _interde- 
pendent decisions. You have choice 
of several hundred possible alterna- 
tives. The chronological order of 
making these decisions may vary 
somewhat, from job to job. The order 
listed here, however, is most gen- 
erally applicable. These nine deci- 
sions are intended to arrive at a 
sound and practical set of printing 
specifications. 

On the next page, you'll find a spe- 
cial chart which you may use if it fits 
your needs, or revise to suit the situ- 
ation. It has the virtue of summariz- 
ing your decisions and indicating the 
completeness of your planning. It 
has worked well in our own agency. 

Here are the nine basic decisions 


at a sound and practical set of printing specifications. 


involved in proper planning of 
printed material: 


1. Purposes of the printed job. 
2. Uses of the printed job 
ments, handling, in use. 

3. Contents — words, pictures, space. 
4. Format 


ment. 


move- 


size, shape, arrange- 


5. Printing processes. 

6. Printing plates (for letterpress). 
7. Binding & finishing processes. 
8. Paper — printable materials. 

9. Cost. 


Cost is listed last because it is not 
a decision—it’s a consequence of the 
decisions. If you start out with an 
imposed price limit it may be ample 
for a suitable printing job; it may 
not. If not, you will be buying an 
expenditure, not an adequate print- 
ing job. 


>Here’s how to start the planning 
procedure: 


e Identify the job; description or 
title. 

e Establish form number, if any. 

e Decide probable quantity, or mini- 
max range. 

A word about quantities: prepara- 
tory costs such as layouts, writing, 
artwork, typesetting, are incurred 
before printing starts. Their com- 
bined cost is spread over the quan- 
tity printed. The larger the quan- 
tity, the thinner the spread and the 
lower the cost per piece. Sensible 
economy suggests ordering the larg- 
est quantity you can use. The cost 
of running a moderate excess over 
visible requirements is usually lower 
than rerunning the job to make up a 
deficiency. 

Another point: check your trade 
standards as to allowable short-runs 
and over-runs by the printer—10% 
either way is a common standard. 
Some printers always run the over- 
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PRINTING PLAN SUMMARY 


Description or Title 


Form No. Probable Quantity 


Delivery Deadline 


2. USES 
Heavy 


Moderate 
| Light 
Types of Usage Involved: 


Usage Requirements 


| Shipping | Filing 


Processing | Referenuce 
Handling | Installation 


Distribution 


4. FORMAT 
Flat Sheet, size 
Folded Sheet 

Flat size Fold size 


Round Form 


No. of Pages 


Page size 


1. PURPOSE 


Impressiveness 
Essential 
Desirable 
Immaterial 
Combination 
% Impressiveness 
% Utility 


100% Combination 


CONTENTS [Requirements] 


Text (type) 
% Body Type 
% Display Type 
Art Detail 
[| Fine Line 
|_| Moderate ‘| Tone 


{~] Simple . No. of Colors 


PRINTING PROCESS 


| Letterpress 
__| Flat-bed 


| Offset-Lithography 
| Screen Process 
| Rotary | Collotype 


Gravure | Flexography 


Binding Method 
Cover? 


Assembly, kind & methods: 





PRINTING PLATES [Letterpress] 


_| Sheet-fed 


Rotogravure 


| Steel-Copper Plate 


Intaglio 


Originals 
Line 
Halftones 
Combination 
Wood, Linoleum 
Rubber, Plastic 
Other 


Mounting: Unmounted 


PAPER Printing Materials 


| Body Paper 
| Cover Paper 
Insert, Tip-on 
End Leaf 
Special Paper 


Other Materials 


Job notes for future planning: 
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Type High 


Duplicates 
Electros 
Stereos 


_ Mats 


Patent Base 


BINDING - FINISHING 
[| Add’l Presswork 


Folding 
| Cutting 
| Assembling 


Minimum Quantity Package 
How Packaged? 
Delivery Package 


COST 


Importance of Cost 
| Minor Consideration 
| Allowable Latitude? 


~| Major Consideration—or Ceiling 


Cost Breakdown Estimate or Quotation 


Planner 











age; another point to check in set- 
ting quantities. 


1. Purposes of Printing 


In the common run of business 
printing these purposes generally 
classify as: 

e To make a favorable impression. 
e To serve utilitarian ends. 
e Combination of both. 

Clarify these purposes sharply. If 
printing falls short of its purpose 
there’s no consolation in having 
bought it at low cost. 

Printing that goes out to other peo- 
ple, to promote, sell, or create favor 
for the business, must make favor- 
able impressions. Printing for busi- 
ness forms, documents, and other 
internal uses, serves utilitarian ends. 
Catalogs, price lists, letterheads are 
usually and in some degree combina- 
tions of both purposes. 


eee Checkpoint #1: 


Range of Alternatives: Other decisions affected: 


Impressiveness All other decisions 


[] Essential 
[_] Desirable 


[] Immaterial 
Utility 

[] Essential 

[-] Desirable 

[-] Immaterial 
Combination 


% \mpressiveness 
% Utility 
100% Combination 


2. Uses 


The usage of printing differs from 
purpose in applying to the physical 
handling, processing and movement 
of the printed pieces at work. In this 
decision you will consider each step 
in the life of the printed piece from 
delivery by the printer to ultimate 
disposal. This determines the physi- 
cal strength, utility requirements in- 
volved in accomplishing its purpose. 
Take possible hazards into account, 
as well as the sure ones. 

Chart #2 grades various usage re- 


APPIAN WAY ADVERTISING AGENCY 


“I just got sick and tired of always 
using Roman caps!" 


eesti“ 


Fine Typography 
as simple as. 


ki LE Y 


Whether you're located in Jacksonville, Florida, 


Denver, Colorado, Clayton, Mo., or just across 
the street... obtaining fine typography is as simple 
as ABC when you deal with Warwick. 

Strategically located near the geographical center 

of the United States, Warwick offers the facilities of one 


of the world’s most modern typographic plants. 


Warwick is geared to produce fine typography at a 
speed that eliminates distance as a possible objection 


and offers quality and facilities that are rarely 
available locally. 


Whether you're located in St. Louis, Lubbock or 


Lancaster, try Warwick on your next typographic job. 
We think you'll be glad you did! 


WARWICK TYPOGRAPHERS, INC. 


920 Washington Avenue, St. Louis 1, Mo 


Overnight by air from most 
of the United States. 


. for more details circle 851, page 105 


BIG NEWS! 
He Fidelity 


ots of 25 or 


each in etup. 
$1.50 more, es s19% 


ev2 x Vi s of 25 OF 


DYE TRANSFER 


ilable 
tural color prints Now — 
a orders up to 50 prints | 


48 HOURS of tE55 


of transparency: 


from receipt © in 24 hours 


Most orders shipped 
olen orders take little longer. 


SATISFACTION GUARANTEED! 


each in lot 


16x20, $5 yk more, plus $25 setup- 


Smaller quantities slightly more- 
an 
Sizes 4x5 to 20x24 oe y 
ansparency or origina ti 
Every job fully masked an 
correcte 
Matte, semi-m 


atre or glossy finish. 


Send for Price List 
sar 1618 N. Vancouver 
Uw S COLOIR Portland 12, Ore. 
Tel. AT 2-3256 
. for more details circle 849, page 105 
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With : 
FILMOTYPE 
ena Ore, 


7 . 
fankeaali hese 


=o eee. va hs 


POP!’ 


says 


always 


ase tt len 
Tate Pe lk 
Printing 
OreT eT to Lah 7 


Headline set in Filmotype 


Mars” and 
“Walnut” 


"Finest professional quolity 


photo-composition hand. 
lettering and display type. 


‘'With our large volume production schedule, 
saving time and man-hours is a must. . . and 
that’s why we use Filmotype. Filmotype copy 
is order made for producing oversize type and 
lettering biow-ups—always retains quality! 
Sharp, black Filmotype proofs remain sharp 
and black in blow-ups without retouching. 
And we like the idea of no style limitations. 
Filmotype gives us a variety of type and letter- 
ing alphabets to answer every display need.”’ 


Filmotype means versatility, quality 
and economy, too! 


@ Over 1,000 styles and sizes from 12 pt. to 
144 pt. 

e Eye-appealing headings for pennies! 

e Repro proofs in seconds! 


Automatic color spacing system for exact 
letterspacing! 


Amazingly easy to operate! 


MAIL THIS COUPON 


eevee ewe eee eevee eee ee eeee ee eee 


tHe FILMOTYPE corporation 
60 W. Superior 
Chicago 10, Illinois 


Send me complete details about the Filmotype photo- 
composition machine. | am also interested in a free 
demonstration in my own office. 

NAME 
FIRM 
ADDRESS 


CITY 








ee eee 
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Usage Chart No. 2 


Origi- 
nal 


Storage 


Ship-Orig'n Pkg. (3) (€3) 


Ship-Broken Pkg. (3) (2) 


Process 


Imprint (2) 


Duplicator * (2) 


Address (2) 


Mech’! Bkpg.* C1) 


Hand Bkpg.* C1) 


Record * C1) 
Typewriter 
Checking 


Discard, by whom 


* Note special paper requirement 


quirements. Step them up or down 
according to your own judgment re- 
specting the particular job. When the 
grades are averaged you will have a 
general idea of the usage factor for 
the printing job. Grade numbers on 
the chart mean: 


1. Heavy usage factor. 
2. Moderate usage factor. 
3. Light usage factor. 


+9. 


TG. 


eee Checkpoint 


Range of Alternatives: Other decisions affected: 


Usage Factor 4. Format 


Binding & Finishing 
Paper—other 


materials 
9. Cost 


[] Heavy 7. 
re 


[] Moderate 8. 
[] Light 
Processing Factor 
[-] Normal 

[] Special 
Note: Normal processing factors include im- 
printing, duplicating machines, address- 
ing, machine bookkeeping, typing, fill- 
ins, etc. Special processing covers 
assembling and installing (displays), 
inserting in ring binders, index tabbing, 
etc. 


3. Contents of Printed Materials 


Purpose and use dictate the con- 
tents of the printed piece, consist- 
ing of: 

e Unprinted space. 
e Words — type, hand-lettering. 


2nd Other 
Point User Users 


(3) 


Origi- 
nal 2nd Other 
USAGE Point User Users 


Handling 


(3) €3) C3) Route 


File, dead 


File, temporary 


File, permanent’ 


Posting—interior 


Posting—exterior 


Reference, periodic 
Reference, Continuous“ 
Distribution 


Self mailing 


Enclosure 

Dispenser “Take one” 
Hand distribution 
Install 

Set up 

Stand up 


Hang up 


e Pictures or decorative material. 
e Tabular matter, charts, etc. 

Designate contents by kinds of 
material and relative amount of each. 
Chart #3 is arranged in order of 
printing simplicity and low cost 
from upper left to lower right. 

Another helpful chart (see chart 
#4) is an inventory of contents ma- 
terials, available, to be gathered or to 
be created. Such a form should, of 
course, be arranged to fit your own 
special needs. 

As soon as an approved layout or 
dummy is available have 
made for: 


copies 


e Getting estimates; quotations 

e Artists 

e Copywriters 

> When it comes to preparation of 
text copy, time and money can be 
saved by following these rules in 
preparation of manuscripts: 

1. Typewritten; two- or three-line 
spacing. 

2. Leave ample side margins for re- 
visions or type specifications. 

3. Number pages to preserve correct 


order. 


4. Avoid pasted-on additions or in- 





coy PwPoGqcRArRr Hy 


with art...with speed ...with accuracy 


around the clock 


In addition to getting your type proofs to you 
as you want them and when you want them, 
Progressive’s round-the-clock operation FREE —AND AT NO 

, OBLIGATION TO YoU! 

can save you time and keep your job under continuous control n tet a tee 
by dovetailing your foundry lock-up with the ee ee 

. - “ of the services that 
electrotype, plate, and mat facilities of we offer you. Write tor 

a copy now. 

Progress and Hanson .. . the other two members of 
The Progress-Hanson-Progressive Group. . 
a three-company team, under one-company management, 
that will show you what teamwork really is, 
night as well as day! 


PROGRESSIVE coOMPOSITION COMPANY 


Sth &€ Sansom Sts., Philadelphia 7 WAInut 2-2711 


THE PROGRESS e HANSON ¢ PROGRESSIVE GROUP 


PROGRESS Plate Making Company | HANSON Electrotype Company PROGRESSIVE Composition Company 
923 Filbert St., Phila. 7, WAlnut 2-0447* Sth & Sansom Sts., Phila. 7, WAlnut 2-5567* 9th & Sansom Sts., Phila. 7, WAlnut 2-2711°* 


*of course, any of the three can be reached by one call 
NEW YORK phone: MUrray Hill 2-1723 e WILMINGTON phone: OLympia 5-6047 e BALTIMORE phone: SAratoga 7-5302 « WASHINGTON phone: Executive 3-7444 


. . for more details circle 825, page 105 June 1956 * ar + 99 





Contents Chart No. 3 


Body 
Text 


Display 
Copy 


Tabular Line Toned 
Matter Art Art 


ggg‘; gg. 


One Color 
Added color—1 
Added colors—2 
Added colors—3 


Process colors 


+ 
| 


Added process colors 


i 


Breaking up type for colors 
Running type around pictures 
Matching colors 





Close color registration 


sertions; avoid pasted-on clippings of 
printed passages. They can get loose 
and lost. 


5. Manuscript typed from hand- 
written or detached piece of copy 
should be carefully read against the 
original before submitting for ap- 
proval. 


6. Make carbon copies as insurance 
against loss of original manuscript. 


7. If copy is to be used in more than 
one piece of printing, or for more 
than one advertisement, furnish sep- 
arate type-script for each use or lay- 
out involved. 


8. Have all revisions made on single 
manuscript; if several editors are in- 
volved, break the manuscript up. 
Don’t risk trying to collect and com- 
bine the revisions from several dif- 
ferent copies of the manuscript. 


9. Have revisions initialed by indi- 
viduals. 


10. Have approved manuscript ini- 
tialed by final authority; also dated. 


11. Emphasize to people who edit or 
approve text that making changes in 
the manuscript is much faster and 
cheaper than making the changes in 
type proofs. 


12. Re-type the copy with all revi- 
sions to avoid errors in setting type 
from hand-written alterations. 


13. Read proof on the final manu- 
script, against all changes. 


14. In keying the copy into the 
printed piece, and in specifying type, 
or giving instructions, use pencils of 
distinguishing colors. 


15. Retain the revised, approved 


and initialed copy, along with the re- 
typed and final manuscript in your 
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Note: Following requirements will increase costs: 


“run arounds” 


job file. Furnish a duplicate copy for 
typesetting. 


If you “haven’t got time” to pre- 
pare your text matter carefully, you 
certainly haven’t time to wait for ex- 
tensive alterations in the type proofs, 
resetting, and re-reading proof. The 
extra money cost is high—and need- 
less. 


> When it comes to fitting copy to 
type and type to copy, either you 
have a system for this or can get one. 
Any good typographer can give you 
a formula. 
Type has two dimensions: 

e Vertically ... its size in points plus 
interline spacing. 


e Horizontally ... its character 
count per pica, times the pica width 
of the lines. 

Copy (typewritten) is also con- 
verted into number of characters, 
that being the common denominator 
of measurement. No matter what 
copy-fitting system you use, the job 
is relatively simple and more than 
pays for any extra time involved. 


>The subject of typography is too 
broad and specialized to be covered 
in detail in this planning method. 
Either you know enough about it to 
work intelligently or you can get 
professional guidance from your ty- 
pographers. 

Just a few reminders are in order: 


e Legibility is the first consideration 
in type matter. Style and tone come 
secondary. 

e Lower case letters are more legi- 
ble than all caps. 


e Size of type is affected by length 
of line. It should be readable by 
words rather than by individual 
characters. Over-emphasis destroys 
emphasis; it’s confusion. 


e Type does not print the same in 
all processes. Take that into consid- 
eration. Select type faces with repro- 
duction in mind: 


e Newspapers ... type tends to 
print heavier, due to the stereotyp- 
ing process. Lighter, more open faces 
print better. 


e Rotogravure — Offset ... the inks 
used in these processes are inclined 


Inventory Chart No. 4 


Where 


Existing copy—pick up 
3 


Existing copy—to be revised 
Be 


New copy—to be written 
as 


Existing art—pick up 


By Whom 





Presenting 


LINOTYPE TRADE GOTHIC 


A new Gothic series—an American form of sans serif — 
has been completed with the cutting, by Linotype, of 
Trade Gothic with Bold from 6- to 14-point, including 
odd sizes. 

With the Extra Condensed (Nos. 17 and 19) and the 
Condensed (Nos. 18 and 20) versions, the new cuttings 
provide this versatile face in a wide range of widths and 
weights from 6- to 36-point. For economy, light and bold 
weights are combined on the same matrix. 

In design, Linotype’s Trade Gothic may be described 
as the plainer American form of sans serif, in contrast to 
the European and more stylized form as represented by 
Linotype Spartan in its various weights. 

Trade Gothic offers new opportunities for welcome 
variation from more rigid sans serif forms, and provides 
a means to combine typographic excellence with space 
economy. It is a sophisticated face and should be very 
useful for quality advertisements, catalogs, and drug 


CURARINE SODIUM 


For abdominal surgery. Intra- 


venous injection of 3-5 cc. 
of Curarine Sodium effects 
full operative and postop- 
erative relaxation of lower 
abdominal muscles. Quiet 
postoperative comfort will 
be an immediate result in 
all nervous cases. Abdomi- 
nal distention is entirely 
eliminated by the correct 
use of Curarine Sodium 


Curarine Sodium causes no 
untoward side effects, and 
there are no contraindica- 
tions to its constant use. 


and style promotions as well as packaging and labels. 

For a 20-page booklet on the Extra Condensed and 
Condensed Trade Gothics, and specimen showings of 
the new cuttings, just write us on your letterhead. 


Specimens below are 12-point. 


LINOTYPE faces are standard thro 123 


Trade Gothic Condensed (No. 18) 


LINOTYPE faces are standard t 123 


é LABORATORIES INC. 
Trade Gothic Extra Condensed (No. 17 < 

7 6 pt. 17 with 19— 
Trade Gothic LA p A | A T FE a demonstration 


A Note the reading 
quality of 


of small size text 


LINOTYPE faces are st 123 
Trade Gothic Bold Extra Condensed (No. 19 Dine in the open air garden and 


LINOTYPE faces are standard thro 123 


Trade Gothic Bold Condensed (No. 20 setting ... here is offered, in quiet good taste, 


LINOTYPE faces are standard t 123 


Trade Gothic Bold . . P 5 This informal stuffer 
LINOTYPE faces are st 123 the choicest foreign wines and liquors. ianittiainn Wadia tnt 


light and bold, 


LA PALATE Just east of Park Avenue and incorporates the 


Bold Condensed 
¢e LINOTYPE - Mergenthaler Linotype Company, 29 Ryerson 


notype Trade Gothics and T 


and weight-contrast. 


Display sizes: 10 and 
enjoy the quaint cool charm of our old-world 14 pt. No. 19 


the best in French cooking with which is served ao 


for display. 
Street, Brooklyn 5, New York 


res Roman 


Agencies: Atlanta, Boston, Chicago, Cleveland, Dallas, Los Angeles, New York, San Francisco. In Canada: Canadian Linotype, Limited, Toronto, Ontario 


LEADER SAE F TH ROUGH RES EA RCH 


. . » for more details circle 811, page 105 June 1956 ¢ ar « 101 





Do it yourself with 


... the only paper type 
mounted on a compact wood- 
en type holder for easy use. 
SET EVERYTHING 


Anyone can set headlines and body 
text for ads, printed pieces of all 


kinds. 
QUICKER, EASIER 


Aligns automatically to straight 
edge, tabs overlap allowing special 
spacing for special letter combina- 
tion; no opaquing between letters 
required. 


COSTS LESS 


Each stick contains up to 62 differ- 


ent characters in pads of 50 each— 
3000 characters in all. 


COMPLETE FONTS 
$2.25 to $11.25 


WRITE FOR 
CATALOG Showing 
130 Type Faces 


PRESTO PROCESS CO. pochester, N.Y. 
. . . for more details circle 823, page 105 


IF YOU SPECIFY TYPE 
Let us prove how the 
WORLD'S HANDIEST TYPE BOOK 


can save you 40 minutes a day 


We'll mail you a copy for 10 days FREE trial. 
Use the 389 transparent overlay alphabets on 
your own work. Keep the book free, if you place 
$100 worth of work with us. Over 4,000 in use. 
This is the eighth edition. Send postal today. 


F.H. Bartz, 112-114 W. Kinzie St., Chicago 10, lil. 
.. . for more details circle 761, page 105 


To 
Reach 
the 
Actual 


Buyers 


of 
ADVERTISING 
MATERIALS and 
SERVICES 


put your 
selling message 
before them 


Advertising 
Requirements 
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to spread, causing type to print 
heavier. 


e Reverse Type ... white type 
against solid background—avoid type 
with thin lines and small openings 
that tend to fill with ink. These im- 
pair legibility. 


e Printing direct from type... avoid 
direct printing from foundry type 
(hand set) if possible. 


> Next in line comes the subject of 
preparation of art copy. As with ty- 
pography the subject of art is too 
broad and specialized for detailed 
treatment here. Your principal plan- 
ning problems connected with art 
are: 


1. Deciding on art techniques—those 
best suited to the purposes of the 
printed piece, the subjects to be 
shown, and process of reproduction. 
(Art for newspapers or letterpress 
printing on rough surfaced paper 
must have sharper contrasts, less de- 
tail. Such art looks coarse when re- 
produced on smooth papers.) 


2. Selecting the studio or artists to 
handle the work . . . In selecting the 
artists and assigning the work, you 
face two alternatives. Either hold the 
artist strictly to your instructions; or 
give him latitude to put his own tal- 
ent and creative sense into the work. 
It depends on the artist. Don’t imply 
leeway when there is none. Don’t 
deny yourself the value of the artist’s 
abilities if some freedom is allowable. 


In chart #5 the art techniques 
most commonly used are listed in ap- 
proximate order of their simplicity 
of reproduction — not cost. (A line 
drawing by one artist may cost more 
than an oil painting by another.) 

Agency and studio art directors 
can help you on questions involving 
techniques; there’s a lot of special- 
ization among individual artists. 


>Here are a couple of special 
money-saving pointers: 


e Protect your artwork with suit- 


“I got tired of doing conventional 
paste-ups!” 


Art Techniques 


The following art techniques are ar- 
ranged in approximate order of their 
simplicity of reproduction: 

e@ Line Art 

Pen and ink drawings; hand-lettering. 

Scratchboard drawings. 

Crayon on rough board. 

Ben Day tints with line drawings. 

The same techniques for color repro- 

duction. 

Toned Art 

Photographs, black and white. 

Wash drawings. 

Monotone paintings. 

Lithographs. 

Prints of etchings. 

Photographic transparencies. 

Carbro color photographs. 

Dye transfers. 

Paintings or drawings in color ( any 

of the techniques ). 

Combinations 

There's no practical limit to the com- 

bining of techniques although repro- 

duction may become involved and 


able flaps or coverings, against 
smudging or damage during use, 
against damage in files or storage. 


e Instruct artists to size their work 
for uniform reductions, particularly 
for the same page or section of the 
printed piece. If the piece involves 
a large amount of art, but little type, 
consider having art made up in com- 
plete pages or sections for one-shot 
camera work. This avoids stripping 
and extra camera work—both costly. 
Most artists know about this—but not 
all of them. 


eee Checkpoint #3: 
Range of Alternatives: Other decisions affected: 


Test Matter 


[] Body type 
[-] Display type 


. Format 

. Printing Processes 

. Printing Plates 

L] Hand-lettering . Binding & Finishing 
. Paper (other mate- 


Art Subjects rials) 


(] Line art . Cost 
(J Tonal values 
[-] Combinations 


>> Next month ...In the July AR, 
Mr. Kammann takes up the next two 
“basics” in proper planning of printed 
material — format and selection of 
printing process. Included will be a 
valuable checklist to help select the 
proper process for any job. 

In the August AR, Mr. Kammann 
will discuss printing plates, binding 
and finishing operations and paper. 
A special feature will be a handy 
reference chart showing paper char- 
acteristics. 

The series concludes in the Sep- 
tember AR with a general discussion 
of how to cut printing costs and hold 
quality. 44 





Frofemel Sources for 


Services and Supplies 


P.O.P. Display Help Wanted Trophies, Prizes 


SCULPTURAL PROMOTIONS, INC. EXPEDITER FOR FAST 


No mold charges MOVING SALES SERVICE 

for smart sculptured P-O-P 

long and short runs PROMOTION DEPARTMENT 

441 LEXINGTON AVE NEW YORK 17 
MUrray Hill 7-1369 


Young man to manage point-of-purchase and 

dealer aid service department of national 

company with thirty salesmen and 4000 @ GOLF-BOWLING TROPHIES & CUPS 

. . . for more details circle 836, page 105 retail and jobbing accounts. Keep inventory @ GIFTS-PRIZES @ INCENTIVE AWARDS 
control and reorder. Take full responsibility Our 34 years of experience in this field along 

and supervision over order and shipping with our personalized service assures you of com- 

clerks. Must have some creative ability for plete satisfaction. Write for Free brochure showing 

layout of catalog sheets, counter signs and our complete line. Dept. AR 

displays. Must have basic knowledge of 

printing processes and how to buy. Ability 

to correspond with customers. Necessarily a 

self-starter. WILL BE GIVEN RESPON- 

SIBILITY. Will work under experienced 

boss who wants to teach and help you grow. 

When proven capable, future holds job as . . 

Sales Promotion Manager for you. Locate - + « Gor more details cielo O86, page 165 

southern Ohio. Interview and relocation ex- 

penses paid. Replies in strict confidence. 

Starting range from $4800 to $5200. Reply aA 

to box 19, c/o ADVERTISING REQUIREMENTS, Exhibits 

200 E. Illinois St., Chicago 11, Ill. 


Pick a Bonus 
Combination... 


[_] PRE-FAB Low 
Here's a pack- Cost Conven- 


7 : tion Displ 
age deal that’s Engravings O sti a 
fit to be tied and | Self-Contained 
wrapped for| ( — 
Displ 
economy! Com: ! SUPERB AD i Fy oO 
c : - ibregias 
bine your insertions in any | ENGRAVINGS ancien 
two-—or three—of these! 


with your logo 
. . | in modern 
publications, 


AT SUBSTANTIAL designing 
| SAVINGS eee CHECK—Attach to 
e Advertising Requirements | 


company letterhead for full information. 


apex Company, Inc. 
STAFFORD Ca i. nee en anon 


ENGRAVING CO., Inc. 


. . . for more details circle 769, page 105 
INDIANAPOLIS, IND. 


ee ee 


e Industrial Marketing 


1 +2» 3.and 4 COLOR PLATES 


— 
=< 
> 
o 
a 
wi 
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- 
=z 
a 
= 
<< 
> 
o 
— 
” 
ne 
= 
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e Advertising Age | 


s J 
issued by SMe) 


Advertising Publications, Inc. . Offset Plates 


. . for more details circle 840, page 105 


By combining your total Stock Art MULTILITH OR DAVIDSON PLATES 


number of insertions you 


$2.50 each prepaid . 
ween: tan heen fees LMP PY LOR UT MELE | See a tusite IF SGhce a pretsonsnaed 


The most convenient and the quickest way to or zinc plate. Write for special monthly contract 
discount for each, and the produce smart printed promotions is to use rates and quantity discounts. 


s , 4 MAIL YOUR “Camera-Ready’’ COPY TODAY! 
— the Clipper Scissors-Tip way. Free sample 
minimum rate-holder = Seem : 


copy, yours to use, no obligation. Address... SPECIALTY PRODUCTS - vast beak. om 
regulations apply for YIU ey Aad 


maximum economy Box 806N, Peoria, Illinois 
: . . for more details circle 815, page 105 


. . . for more details circle 839, page 105 


Advertising Services 


* Hand-Lettering 
HAND-LETTERING FROM FILM 


$1 a word—all styles. No minimum, 


1c} no “extras.” Glossy print for repro- 
Advertising duction. 24 hour service — delivery 


Requirements anywhere in USA. Order from Style MADE TO YOUR SPECIFICATIONS 
Book AR free on request. Ricks ent donde tale endl nidtt 


a” 
ie s DECALS 8422 HOUGH AVE. 
200 E. Illinois Street, Chicago 11 RAPID TYPOGRAPHERS, INC. ALLIE 45 ghana Ba 
305 East 46, New York 17 © MU 8-2445 
. . for more details circle 829, page 105 . . . for more details circle 754, page 105 
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CS . avertisers 


The “key number” preceding the name of each advertiser listed below 
corresponds to a number on the Readers’ Service cards on the following 
insert pages. If you desire additional information concerning the products 
or services offered by any AR advertiser. all you need do is to circle the 


number on the Readers’ Service card corresponding to the number shown in 
the index. The same numbers appear at the bottom of the advertisements. 


SEEEEEREREREEEEEOEOEREEOUREOOURERUTORREEUORRENOCORETUSEEOOCEREEORORREOGESESGEEOOREERSOOREOOUEEOODESEEGEREOCCESOCSECUCRGROSGRCSCRESORODEROGURAUCORSCCOSRSGOREEOOROREOGOESOCCEROCUOSES COUEEOOCESODORREOOCORERGRROGCGSEROOSSRRGREEOOEED 


Readers’ 


Service 
Number 


Advertiser Page 


CEEOEEEERDEGEEROREORERORORERORSROOCRROCORERRCERERCRRGORCREROEEOEOORECERRGGREOGRRSEGREESGRERCRORGCREReRRREE 


751 
752 
753 


754 
755 
757 
758 
756 
760 
761 
762 
759 
763 
764 
765 


766 
767 
768 
769 
770 
771 
772 
773 
774 
775 
776 
780 
777 
778 
779 
781 
782 
792 
783 
784 
785 
786 
787 
788 
789 
790 
791 
793 
794 
797 
795 
796 
798 
799 
800 


Acme Gravure Services Inc. 41 
Acrolite Products Incorporated 38 


Advertising Typographers Association of 
America, Inc. . 26 


Allied Decals Inc. 103 
American Decalcomania Co. 6 
American Photocopy Equipment Company 8C 
American Trade Press Clipping Bureau 62 
Avery Paper Company 22 
Bacon's Clipping Bureau 56 
Bartz, F. H. 
Beckett Paper Company, The 
Belford Co., Inc. 
Belnap & Thompson, Inc. 
Black Box Collotype Studios, Inc. 
Black Light Corporation of America 
Bostitch 
Brodie Advertising Service 
Brown & Bro., Arthur 
Bundscho, Inc., J. M. 
Burrelle’s Press Clipping Bureau 
Cantine Company, The Martin 
Capex Company, Inc., The 
Central Flag & Banner Co. 
Champion-International Company 
Champion Paper & Fibre Co. 
Chicago Cardboard Company.... ae 
Chicago Show Printing Company ll 
Chillicothe Paper Co. 24A 
Collins, Miller & Hutchings, Inc. 25 
Color Plus Color 
Colourpicture Publishers, Inc. 14 
Consolidated Lithographing Corp. 64 
Consolidated Water Power and Paper Co. a4 
Craftint Manufacturing Co., The _13 
Dexter Press, Inc. 83 
Display Corporation . 48 
Dot Engravers, Inc. 50 
Du-Plex Onvelope Corporation 78 
Durable Rubber Products Co. acl ipslcaliae 20 
Eastern Corporation Inside Back Cover 
Eastman Kodak Company 87 
Elbe File & Binder Co., Inc. 83 
Engel, Inc., J. A. 90 
Eureka Specialty Printing Company 8 
Falulah Paper Company 67 
Filmotype Corp. 98 
Flax Artists’ Materials 38 
Geeco, Inc. Inside Front Cover 
Grace Sign & Mfg. Co. 18 
Graphic Systems 72 
Haberule Co., The 69 
Hansen Mfg. Co., Inc. 25 
Harwald Company, The 74 
Heinn Company, The 12 
Hinde & Dauch 19 
International Assoc. of Electrotypers 

& Stereotypers, Inc. = 51 
International Color Gravure, Inc. 17 
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Readers’ 
Service 


Advertiser 
Number 


Page 


802 Intertype Corporation 
803 Kasson Die & Motor Corp. 
— Kaufmann Mat & Stereotype Co., The 
804 Kleen-Stik Products, Inc. 
Kurshan & Lang Color Service 
806 Lane Co., Edwin W. 
807 Letter Shop Inc., The 
Lewis Artist Supply Co. 
Lufkin, Raymond 
Maggie Magnetic, Inc. 
Major Photo Co. 
Mead Paper Corporation 
Mergenthaler Linotype Co. 
Metal Arts Company 
Milprint, Inc. 
Monsen-Chicago 
Multi-Ad Services 
Naz-Dar Company 
Ohio Flock-Cote Co., The 
Pioneer Rubber Company, The 
Pitney-Bowes, Inc. 
Pontiac Engraving and Electrotype Co. 
Porcelain Enamel Finishers 
Prentice Products Co. 
Presto Process Co. 
Progress-Hanson-Progressive Group, The 
Public Letter Service 
Publishers Book Bindery, Inc. 
Radiant Color Co. 
Rapid Colorprint Co. 
Rapid Copy Service, Inc. 
Rapid Typographers, Inc. 
Radio Corporation of America 
Remington Rand Division of Sperry Rand 
Corporation 
Rising Paper Company 
Robertson Sign Co. 
Sculptural Promotions, Inc. 
Sersen’s Imprinting, Inc. 
Sloves Mechanical Binding Co., Inc. 
Specialty Products 
Speirs Corporation, Carr 
Springfield Coated Paper Co. 
Stafford Engraving Co. 
Stile-Craft Manufacturers Inc. 
Tel-A-Story, Inc. 
Tension Envelope Corporation 
Thilmany Pulp & Paper Company 
Tweeten Fibre Co. 
Ullman Co., Inc., The 
United Press Associations 
U S Color 


Back Cover 
. 7 
52 
10 
48 
103 
78 
36 
88 
72 
90 

1 


37 
8A 
94 


16 
74 
37 
54 

5 
62 
70 


99 
93 
92 
46 
86 
88 


United States Printing and Lithographic Co. 


Warren Company, S. D. 

Warwick Typographers, Inc. 

Weber Co., F... 

West Virginia Pulp and Paper Company 
Weston Company, Byron 





Readers’ Service items 701 through 725 are 
described in the article entitled, 1956 POPAI 
Report on page 68. 


701/Circle on Readers’ Service Card 
Push Button Catalogs 


. . . 4page booklet describing Marketing 
Devices Inc. catalogs. 


702/Circle on Readers’ Service Card 
Miniature Selling Display 

. . - Niagara Lithograph Co. offers card- 
board counter display to promote products. 


703/Circle on Readers’ Service Card 
Mir-O-Forms 

... RK. R. Kellogg Advertising Services 
Inc. describes embossed jewel-like displays. 


704/Circle on Readers’ Service Card 
Thermex 

. . - Tigrett Industries offers 4-page folder 
on new motor for motion displays. 


705/Circle on Readers’ Service Card 
Eye-Beam Displays 

. . . literature describing Eye Beam Dis- 
plays Inc. 4-color lithographed products. 


706/Circle on Readers’ Service Card 
Vacuum-Formed Displays 

. . » Chanal Plastics Corp. offers folder en- 
titled “Let's Talk Plastic Displays.” 


707/Circle on Readers’ Service Card 
Majestic’s Barometers 

. . . Majestic Creation’s booklet on ‘Barom- 
eters, Thermometers, Game Plaques.” 


708/Circle on Readers’ Service Card 

All Purpose Packet 

. . » R. C. Adams Displays offers “all pur- 
pose packet” describing giant products and 
corrugated floor displays. 


709/Circle on Readers’ Service Card 
Air-Lite 

. . » Martin Lewis Assoc. offer folder show- 
ing samples of Air-Lite displays. 


710/Circle on Readers’ Service Card 
Specialty Booklet 

. . . Container Corp. of America offers 
booklet describing specialty division. 


711/Circle on Readers’ Service Card 
Selling America On the Move 

. . » Chicago Show Printing Co.’s booklet 
on Merchandising at the Point of Sale. 


712/Circle on Readers’ Service Card 
Robotape 

. - - Oakton Engineering Corp. offers flyer 
and price list on Robotape. 


+ 
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713/Circle on Readers’ Service Card 
Display Package 

. - « Consolidated Lithographing Corp. of- 
fers package of displays and literature. 


714/Circle on Readers’ Service Card 
Miracle Plastic Decals 


. . . Marketing Enterprises Co. offers folder 
describing samples and literature. 


715/Circle on Readers’ Service Card 
Vari-Panel 


. . . Bemiss-Jason Corp. offers booklet, 
“Sales Increase . . . costs drop with Bemiss- 
Jason Vari-Panel Merchandising Kit.” 


716/Circle on Readers’ Service Card 
Spangler Signs 

. . . "Right Now—Somewhere in the World” 
folder offered by Spangler Sign Works. 


717/Circle on Readers’ Service Card 
Advermats 


. . » Perfo Mat & Rubber Co. Inc. offers 
folder, “A Thought for the Future.” 


Readers’ 
Service Name 
Dept. Company 


06 Address 


* Please send me the following: 


Items in editorial columns: 


718/Circle on Readers’ Service Card 
Attention Starts the Sale! 

. . . Schmidt Lithograph Co. offers booklet 
describing its display products. 


719/Circle on Readers’ Service Card 
Goodstix 

... “It's Clear to See” is title of portfolio 
offered by Goodren Products Corp. 


720/Circle on Readers’ Service Card 
Tel-A-Sign 

. » » “Won't You Let Tel-A-Sign Tell Your 
Story Sell Your Product’ folder. 


721/Circle on Readers’ Service Card 
Questions and Answers 

. . » Queens Lithographic Corp. offers flyer 
describing company’s operation. 


722/Circle on Readers’ Service Card 
Impulsive Buying 
... “Signs of the Times Create Impulsive 


Buying,” 


701 


711 712 713 714 715 716 717 718 719 720 721 
31 732 733 734 735 736 737 738 739 740 741 


More details from AR advertisers: 


751 


61 762 763 764 765 766 767 768 769 770 771 
781 782 783 784 785 786 787 788 789 790 791 
801 802 803 804 805 806 807 808 809 810 811 
821 822 823 824 825 826 827 828 829 830 831 
841 842 843 844 845 846 847 848 849 850 851 


a broadside offered by Beeco, Inc. 


* Please print or type information below 


Title 
Products_ 


City & Zone 


702 703 704 705 706 707 708 709 710 
722 723 724 725 726 727 728 729 730 
742 743 744 745 746 747 748 749 750 
752 753 754 755 756 757 758 759 760 
772 773 774 775 776 777 778 779 780 
792 793 794 795 796 797 798 799 800 
812 813 814 815 816 817 818 819 820 
832 833 834 835 836 837 838 839 840 
852 853 854 


* Note: Inquiries for items listed not serviced beyond September 15, 1956 
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ADVERTISING REQUIREMENTS 
200 East illinois St., 


Chicago 11, Ill. 
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| a | Adwertising 


Requirements 


Send for these helpful selling tools 


Readers’ 


723/Circle on Readers’ Service Card 
The Eye Is Quicker Than the Hand 
. . » folder offered by Display Guild. 


724/Circle on Readers’ Service Card 
Industrial Designers of the P-O-P Industry 
. .. Thomas A. Schutz Co. Inc. offers case 
history booklet. 


725/Circle on Readers’ Service Card 
How To Catch a Shopper by Her Impulse! 
. .« flyer offered by Lutz & Sheinkman. 


726/Circle on Readers’ Service Card 
Minute Man Line 

... details on Presidential Convention Rec- 
ord Book & Presidential Election Record 


Book. 


(Page 38) 


727/Circle on Readers’ Service Card 

“Up in the Air” 

. . » “How to Ship by Air in Corrugated 
Boxes,” folder offered by Hinde & Dauch. 


Service 
Dept. 


Name 


Company __ 


Address_ 


(Page 56-D) 


% 
BOC 
SOTTO 


728/Circle on Readers’ Service Card 
Work Kit 

. . . Lord Baltimore Press offers kit of new 
carton techniques. (Page 57) 


729/Circle on Readers’ Service Card 
Stamp Pads 

. . . “Fabricushion stamp pad details of- 
fered by Bankers & Merchants Inc. (Page 60) 


730/Circle on Readers’ Service Card 
Duplicating Plates 

. . » Colitho Catalog lists offset duplicating 
plates and supplies. (Page 60) 


731/Circle on Readers’ Service Card 
Film Production 

. Reela Films Inc. offers a brochure 
describing facilities and services. (Page 76) 


732/Circle on Readers’ Service Card 

Film Distribution Brochure 

. . « United World Films Inc. offers bro- 
chure telling distribution plans. (Page 78) 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Il. 


Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, Ill. 





* Please send me the following: 


Items in editorial columns: 


701 


' * Please print or type information below 


Title is 
Products__ 


__Eity & Zone_ 


702 703 704 705 706 707 708 709 710 


711 712 713 714 715 716 717 718 719 720 721 722 723 724 725 726 727 728 729 730 
734 735 736 737 738 739 740 741 742 743 744 745 746 747 748 749 750 


731 


More details from AR advertisers: 


732 733 


751 


761 762 763 764 765 766 767 768 769 770 771 
781 782 783 784 785 786 787 788 789 790 791 792 793 794 795 796 797 798 799 800 


01 
821 


802 803 
822 


804 


823 824 825 
841 842 843 844 845 846 847 848 


805 806 807 808 809 810 811 
826 827 828 829 830 831 


849 850 851 


752 753 754 755 756 757 758 759 760 
772 773 774 775 776 777 778 779 780 


812 813 814 815 816 817 818 819 820 
832 833 834 835 836 837 838 839 840 
852 853 854 


* Note: Inquiries for items listed not serviced beyond September 15, 1956 


733/Circle on Readers’ Service Card 
Match Book Advertising 

... The Best-Read Book in America,” bro- 
chure offered by Match Industry. (Page 93) 


734/Circle on Readers’ Service Card 
Color Reproductions 

. . - folder on easy-to-use color prints is of- 
fered by Polypic Co. (Page 88) 


735/Circle on Readers’ Service Card 
Graflex Booklet 

. .- Booklet describing in-plant photography 
is offered by Graflex Inc. (Page 88) 


736/Circle on Readers’ Service Card 
Photographic Services 

. - » Booklet on Admaster Prints Inc. photo- 
graphic services. (Page 88 


737/Circle on Readers’ Service Card 
IdentiColor Laboratory Services 

. - - IdentiColor Lab. offers details on com- 
pany’s color services. (Page 89 


738/Circle on Readers’ Service Card 

American Blue Print Booklet 

. .. American Blue Print Co. Inc. introduces 

new booklet outlining photo lettering. 
(Page 89 


739/Circle on Readers’ Service Card 
Contour Project Accessories 

.- . . Eastman Kodak Co. offers details on 
new projection equipment. (Page 89 


740/Circle on Readers’ Service Card 

Chart-Pak Booklet 

. . . Graphs, charts and floor plans are de- 

scribed in booklet offered by Chart-Pak, Inc. 
(Page 89 


741/Circle on Readers’ Service Card 
Wide Projection Screens 
. information on line of portable projec- 
tion screens is offered by Radiant Mfg. Corp. 
(Page 73 


742/Circle on Readers’ Service Card 
Audio-Visual Tips 
. . » “112 Ways to Use 3-D Pictures for Prof- 
it," booklet offered by Sawyer’s, Inc. 

(Page 74) 


743/Circle on Readers’ Service Card 
Sell-Pak 

. Swartcraft Products offers folder on 
Sell-Pak. (Page 74) 


744/Circle on Readers’ Service Card 
Color Plus Color 

. . . details on Duane W. Johnson's Color 
Plus Color system. (Page 86 


745/Circle on Readers’ Service Card 
Full-Color Printing 

. . . full-color printing is described in folder 
offered by the Bentill Press Inc. (Page 86) 


¢————__- 
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When a quantity job is desired and economy re- 
quired, MANIFEST BOND satisfies the strictest 
demands .. . for it provides the same “feel” and 
appearance as more expensive sheets. 


The moisture content of MANIFEST BOND is 
controlled electronically during the paper-making 
process...assuring that every sheet has just the 
right amount of moisture. This in turn reduces static 
electricity ... making for smoother performance in 
all printing processes. 


MANIFEST BOND'S greater bulk — exceptional 


in an economy sheet — not only reduces make-ready 
time, but results in smoother impressions... produc- 
ing a better-looking job throughout the run. 


Surface-sized for better “erasability,” MANIFEST 
BOND comes in six striking colors and a new, 
brighter, whiter white. 


Find out for yourself why MANIFEST BOND is 
the economy leader...and how it can lead your 
business to greater savings. Ask your Eastern Cor- 
poration Merchant for a free sample packet today. 


wherever economy counts 


first in business 


Manifest Bond is Ist choice 


in economy 


bonds 


/ 


EASTERN 


EXCELLENCE IN 
FINE PAPERS 


Manifest Bond 


PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE « MANUFACTURERS OF QUALITY PAPER AND PULP 
MILLS AT BANGOR AND LINCOLN, MAINE + SALES OFFICES: NEW YORK, BOSTON, PHILADELPHIA, CHICAGO AND ATLANTA 


MANIFEST BOND 


Masa 
Las ba 2 


for more details circle 784, page 105 
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Unretouched Enlargemenc 


Bodoni Book Italic 


FOTOSETTER 
NEGATIVE 


FOR PROOF 
OF QUALITY... 


Examine negatives made from Fotosetter composition under a 


magnifying glass and compare them with the best reproduction 
proofs, The difference will amaze you. 


This is what you will find: 


1. Consistently sharp letter outlines, free from ragged edges 
caused by inksqueeze. 


2. Uniform, perfect fitting replicas of the type design regard- 
less of whether they are 4 pt, 36 pt or larger. 
Type set on Fotosetter photographic line composing machines is 
not only higher in quality, it is economical, too, for all methods 
of reproduction where platemaking is involved. 
If you set type, you should thoroughly investigate all the many 
advantages that Fortosetter offers. If you buy composition, you 


should insist on getting type set on film or photographic paper 
produced on this versatile machine. 


INTERTYPE CORPORATION 


360 Furman Street, Brooklyn 1, New York 


Chicago, San Francisco, Los Angeles, New Orleans, Boston 


In Canada: Toronto Type Foundry Co., Ltd., Toronto, Montreal, 
Winnipeg, Vancouver, Halifax 


. » » for more detalis circle 802, page 105 





